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WASHINGTON, 
D. C. 


NOTHING TO WRITE... except your 
name on Travel-On Entry Blank! 


NOTHING TO DO... except make sure 
you turn Travel-On traffic into sales of 
special Travel-On Sets. 


HERE’S HOW YOU CAN WIN: 


1 As you know, the exciting 1847 Rogers Bros. 
Travel-On Contest offers 20 bonus prizes to the 
top winning consumers who purchased a set of 
1847 Rogers Bros. Each salesperson who sells a 


1847 ROGERS BROS. — CONTEST NEWS... 





FRANCISCO 


a fabulous weekend trip for two via je 
to one of these fabulous cities...stay i 
a luxurious hotel...all expenses paid! 


set of 1847 Rogers Bros. to one of these bonus priz 
winners is automatically a winner of one of thes 
20 bonus prizes for retail sales personnel. 


2 Winners living east of the Mississippi will hav 
a choice of taking their trip to either New York 
City or Washington, D. C. 

3 Winners living west of the Mississippi will have 
a choice of taking their trip to either Los Angele: 
or San Francisco. 


Get ready today...tor Travel-On traffic... for 
Travel-On sales... for Travel-On bonus prizes! 


Ask Your Approved Wholesale Distributor For Detail 


1847 ROG ERS BROS. America’s Finest Silverplate 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONN.-THE SILVER CITY 





Walltam Levine Announces 
A NEW 
VITAL SERVICE 
for JEWELERS 





GLOBE 
MERCHANDISE 
TRADING CORP. 


Opens the door to 
Unlimited Prospective Jewelry Buyers 
throughout the world! 


Brings to your door 
Jewelry Availabilities from Unlimited Sources 


throughout the world! 


The services of the Globe Merchandise Trading Corporation can 

make the world your supplier—the world your market. 

To buy or sell—diamonds or other jewelry at the right price—it is all a matter of bringing 
together the right buyer and the right product. 

The Globe Merchandise Trading Corporation will act as a clearing house bringing together 
buyers and sellers of jewelry, no matter where they are located. We will find a buyer for 
your diamonds or other jewelry that cannot be sold through your normal channels or we will 
find, at any time, the exact items you are seeking at a fair market price. 

There is never a possibility of loss as all merchandise is fully 

insured while in transit or in our possession. 

A new folder containing detailed information on the Globe Merchandise Trading Corporation— 
who we are—how we operate—and how you can benefit—has been sent out. If you have 
not received your copy write us today. It will be sent to you by return mail. 


For Complete Information Write —— 
GLOBE MERCHANDISE TRADING CORPORATION 


Division of William Levine and Company 


29 East Madison Street « Chicago 2, illinois 
Telephone * ANdover 3-2411 
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JC-K is a well-filled package. Just open 
it up, and you'll find a wealth of timely, 
stimulating articles (see cover) all de- 
signed to help you and your business. 
“Sales Trends in Bridal Rings" (page 
82) brings you up to date on the dia- 
mond ring market; “What to Charge 
for Repairs” (page 74) can swell the 
bank account of every jeweler who re- 
pairs watches; "33 Christmas meas" 

(page 72) offers suggestions for your 
November and December trade .. . 

And that's only a beginning of the full 
editorial diet—plus enlightening adver- 
tisements—that's yours for the opening 
of JC-K this month and every month. 
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WHAT 


MAKES 
A 


“SLEEPER” ByX@@nves 
a, 
Every now and then, a sterling pattern SLA R ‘ 


that’s enjoyed quiet popularity for many #@% 
years suddenly begins to move! WHY? *) 
Frankly, we don’t know...but it’s hap- 
pened with our Meadow Rose sterling 
pattern. Naturally, we're happy with the 
increased sales of Meadow Rose. But 

we re curious, too! Why is it moving? Who’s 
buying it? 

Meadow Rose was a popular pattern 
for the Watson Company...now a part of 
Wallace Silversmiths...for many years. 

Last Fall, we added Meadow Rose to 
the Wallace line of sterling flatware, and 
included it in our consumer advertising. 
Word has come back that more and more 
women are buying Meadow Rose. The 
older women are purchasing fill-in pieces 
... prospective brides, complete place- 
settings. 

Now that our “‘sleeper” has become a star, 
it deserves star billing...and that’s what 
we're giving it. So this Spring, Meadow 
Rose is featured in: Seventeen, House 
Beautiful, The New Yorker, plus every issue 
of Brides, Modern Bride, Bride and Home. 

Why don’t you give it star billing, too? 
If you haven't had Meadow Rose in stock 
before, order now. If you do carry the pat- 
tern, be ready for increased fill-in sales... 
NEW sales. Promote Meadow Rose as the 
traditional sterling pattern! 


WALLACE om MEADOW ROSE $350" 
he newest star in the Wallace line 
ILVERSMITHS| V7 Oye. sca cs ae 
SILVERSM since 1835 yore Waeies oe. 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1959 











RADIATES 
QUALITY 
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1311 LOMBARD STREET | 
PHILADELPHIA 47, PA. 


*Sold through wholesalers only. Available in Pendants and Earrings 
in Opal and Birthstones, in Sterling, Gold-Filled and Solid Gold. 
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America s finest 
2 K & B QUALITY 
diamond settings aoa 


® 100% die struck 
“VY.-FISHTAIL’’ “V.PRONG”’ “EMERALD ILLUSION’”’ 


® exquisite design 


® superb 
craftsmanship 


@ America’s largest 
producers of 
re belcmpebelebberss— 





NO. 162 





® detailed 
Available in 8 sizes to take Available in 10 sizes to take Available in 8 sizes to take . . 
~ : | a a. 4 inspection 
diamonds from %& carat to diamonds from % carat to diamonds from 3 x 4 mm to 
2 carats. 3 carats; from 4 mm to 9 mm 5 x 7 mm. 


spread. 


“ILLUSION”? 





NO. 104 NO. 106 _. NO. 160 NO. 168 
Available in 8 sizes to take Available in 8 sizes to take Available in 8 sizes to take Available in 10 sizes to take 
rebt-bestessletweaue)seM Pan celte-te- lance diamonds from 1! carat to 1 diamonds from 1/16 carat to diamonds from ' .carat to 
11% carat; from 5 mm ta 814 carat; from 5 mm to 812 mm 1 carat; from 51% mm to 8 mm 114 carat; from 5 mm to 8% 
mm spread. Pin point setting. spread. Pin point setting. spread. Double pin point cor- esteeMe) 0) a-1-(e Me Dloltle) (mel tembele)tehs 

ners )/2 carat up. corners 3/16 carat up. 


Used as components of America’s largest selling ring lines! 
The. best rings use K & B findings 


ARLAN & DLEIGHER, i (. 


> 136 W.52nd ST., NEW YORK 19, N. Y. &> 
aS “7 ~=OFFICES IN CHICAGO AND LOS ANGELES senor msau ate 


STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 









CASH IN ON THE 


Norelco 
BIG MOVE 


The world’s largest-selling shaver presents 


the most powerful program in its history. 


Get ready for the traffic when we start! 








5 BIG REASONS 


> Full Page, Full Color Magazine Ads— 13 na- 
tional magazines: Reader's Digest,-Life, Saturday 
Evening Post, Time, U.S. News and World Report, 
Seventeen, Esquire, Glamour, Charm, True, Made- 
moiselle, American Legion and Sports Illustrated. 


> Newspapers In 800 Markets — continuing in 


October. November and December. 


> Sunday Supplement Magazines —This Week. 
American Weekly, plus leading independent sup- 
plements before Christmas. 

> National T.V.—covering more than 75 of the 
country's top markets . . . aiming at an audience of 
36,000,000 homes every week during the peak of 
the Fall-Christmas buying season. 

> New Point-Of-Sale Displays—Counter Units 
— Window Displays —customer brochures, pub- 
licity and complete 50-50 co-operative advertising 
program. 


See Your Norelco Representative For 
More Details Of This Profit-Parade! 








Day after day, week after week, month after 
month — Beginning in July with a special 
Back-to-School campaign, and continuing 
through December with a Fall-Christmas 
Gift campaign, the complete line of hot- 
selling Norelco Shavers will be promoted in 
every corner of the United States! Stock— 
Display — Promote — Advertise — Sell 
and Cash in on Norelco’s Year-Round 
Advertising and Promotion Program. 


Nonecco is known as PuitiSHave in Canada and throughout the rest of the free world. 
North American Philips Company, Inc., 100 E. 42nd St., New York 17, N.Y. 
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Sessions 
introduces 
a great 
new idea 
in sleeping 
comfort! 


(It wakes only one...lets 
the other sleeper sleep !) 


SESSIONS LOVE*ALARM 


The most thoughtful (and relaxing) 
idea in sleeping since twin beds! Lets 
the early riser rise early—the late 

riser sleep! The patented SESSIONS 
LOVE-ALARM fits comfortably 
under a pillow. At the set time its soft 
purr gently whispers sweet somethings 
into the ear of the early-bird (almost 
apologetically) ...but bothers not the 
night-owl. Bespeaks consideration 
born of love. Heart-shaped, in three 
beautiful colors, matchable to peignoir 
or pillow. Another unique development 
from The Company That’s Starting a 
Revolution in Time! 


- | THE SESSIONS CLOCK COMPANY 
FORESTVILLE, CONNECTICUT 
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+ CR VRE RE ROR FTE OE 


COBB+ 


NEW CHARM CONCEPT 
INCREASES GIFT SALES 


Ihe COBB “PHOTOCHARM’ 


Uislel-lane a stie) wholesaler. 


graved on rear dis ’ ; 
Consumer Value S21.00 
‘faelelgaale elaele>)i-ie 


? t , , : ( 
ttrractive Taalell iS] . IN) ele. eee he “ 9.00 


impulse buying. . =| YOUrRTTONt:. oo0 23. 12.00 


101 SABIN STREET 
PROVIDENCE OG, R. I. 
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LLOYD'S BY 


POLISHOOK 


REDUCES YOUR INVENTORY 


INCREASES 


YOUR 


PROFITS! 










1960 Inventory Controlled Plan. @ 
\ 

LLOYD'S | 

BASIC 

WEDDING RING 

INVENTORY 

CONTROL 

TRAY 

IS THE RESULT Your customer knows what she wants — The exclusive Lléyd’s tray contains an 

OF MANY YEARS especially in wedd ing rinos. We have absolute complete selection 1n your bread 

OF RESEARCH. put together a wedding ring tray tor and butter retail price range from $7.95 


‘ ae ard ~ ’ . - ‘ 2 
you aarel! aCcCtS aS a salesman rela@are | fom yor 50, Styles are exchange thle Puarante 
. . ’ >) , , 
ie 6 ber deaten merchandiser. . all in one! Here are 12 to move out of your store or we will exchang: 
igtual over-th unter of the best-sellers 1n wedding rings. . the inactive numbers for taster moving weddtn 
rience of hundreds arranged in size, beautifully pre-_ — rings. YOU ARE NEVER STUCK. There 1s atl 
; toile the 1i\ oe ] sth f ps ! j wa pe 
sented and just fight for your customer salesman in your territory who 1 lad to 
r ig & if s I 4 > ‘ . ¥ P ° 
z Ka ha ser (Resale price tags on every ring. / serve vou — now 





K.POLISHOOK & SON corp.) 8" 


wedding ring tray. 


MANUFACTURERS OF “EVERYTHING IN RINGS’’ SINCE 1898 
216 East 45th Street, New York 17, N.Y. MUrray Hill 7-1664 
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Once again, Kreisler introduces a style innovation never before seen in this country. The Parisienne, a graceful ladies’ 


watch bracelet that molds itself perfectly, comfortably, beautifully to the contours of the individual wrist. Brocaded and 
Tapestry designs, with plain and jeweled ends, add a touch of elegance. Fits every fashion mood, every ladies’ watch. This 


season, as always, Kreisler points the way with an outstanding watchband creation. See the Parisienne as soon as possible, 





ceisler ~~ 


Jacques Kreislier Manufacturing Corporation, North Bergen, New Jersey 
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Faceted Pearsha 
Chatham isha | Emeralds 4 
51 ct. ea. platinum setting, 

_ with diamonds and: 
cultured pearls. 
WITTMAYER ep. 
NEW YORK, N 


Square Chatham Cultured 
Emeralds } ct. ea. 
platinum setting with 
diamonds. 

GREEN & CO., a hernarb 
NEW YORK, NEW YORK 


But she can't afford one. It is a matter of fact that most women want 
’ Cushion Antique Chatham 


; sy"’ . t o4 ‘ ‘ > T - : ? s ype . 4 : hs - V4 he | 
emeralds — but can't afford them. That's the reason you don't carry them. ' “ASS ie veiat hy skier fy abn 
' age | | ‘ with tapered baguette 
Now, you can satisfy her desire for an emerald, profitably, by offering C SA za diomonds, platinum setting 
' . . : . rm . . : ~~ ” mh 7 . F, & F. F FEL LGER, INC. 

her Chatham Cultured Emeralds. They are so much like the natural stone t . NEWARK, NEW JERSEY 
that no layman could possibly distinguish between them, and they =. , 
cost only about one-fifth the price of the natural stone. 


" . . : - : merald cut Chat c 
This rich, brilliant green transparent stone is being set in fabulous yf 5 i eeromeeeds, 


creations of platinum and gold: by the world’s leading designers. You'll be . =F een ne 
proud to be the first to offer your customers the world’s newest jewel, = NEWARK, NEW JERSEY 
Chatham Cultured Emeralds. Write for price list and memorandum 2 - 


selection today. 


CULTURED GEM STONES, Inc. 


A DIVISION OF IPEKDJIAN, INC. 


SSO FIFTH AVENUE, NEW YORK 36, N. Y. 
In Canada: GEM & JEWEL DISTRIBUTORS, 400 St. James St., Montreal, Quebec 








In Canada: GEM & JEWEL 
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acques Kreisiler Manufacturing Corporation, North Bergen, New Jersey 
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You must see it 
Co l-] 0) 0) ¢-TeF- 1 (an e 


448 South Hill Street, Los Angeles 13, Cal 


” Hote; 2 
2 
f Ce Cee ot o Pye i ak or 
Vhe Trube ho 130 WEST 46th STREET, NEW YORK, N.Y. 
West Coast y 





JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1359 








Forecast: great weather ahead 
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Over 50% of all men’s watches sold today are waterproof. 
To help you get a bigger share of this booming market, 
Hamilton offers its new Weatherproof series—the world's 
largest selection — including conventional, Automatic and 
Electric models. Each features complete protection against 
all elements — rain, sleet, snow, dust and dirt. 


To back this great line, Hamilton creates a selling cli- 
mate all its own... to pre-sell your customers... to make 
them want a Hamilton...and, more important, to make 
them want to buy it from you, the Hamilton Jeweler. 


First there’s the man-to-man advertisement shown on 
the opposite page. Millions of discerning men (and gift- 


16 


buying women) will be seeing it soon in such quality 
publications as National Geographic, The New Yorker and 
Sports Illustrated. 


To this strong national advertising campaign, Hamilton 
has added a powerful promotion to stimulate bonus busi- 
ness for you during early Fall: unique newspaper mats, 
radio and TV advertising material, direct mail, an exciting 
motion display for your store or window. 


Why not let this co-ordinated campaign work for you. 
Your Hamilton representative will be glad to show you 
how. Or write: Sales Promotion Department, 


HAMILTON WATCH COMPANY, LANCASTER, PA. 
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\ ‘ 
Top to bottom: Sea Cap, $55; Regulus, $100; T-450, $85 = 


“A keen eye, a fine gun and a Hamilton Weatherproof” 


The Hamilton Weatherproof* watch is for the man who likes his elements raw. 
When the rain is a chilling whiplash both the man and his Weatherproof perform at 
their best. They have smiled through mud and dust and blizzard together, these two. 
They are equally at ease at a dinner party. See the handsome Hamilton Weather- 
proof—for yourself or fora man you admire—at Hamilton Jewelers in U.S. and Canada. 


Hamilton Watch Company, Lancaster,Pa. g 4 NMZA/L.7O/V 


Provided origina! seal is restored 


a 
Matec if opened for servicing +4 the gift of a Hamilton—reward of love 
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A CONNOISSEUR’S 
COLLECTION 
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HAND CARVED 
MATCHED 
WEDDING RING 
SETS 





The new Fail line of Barel Bridal 
Matched Wedding Ring Sets features 
a connoisseur’s collection of 
exquisite originals, artistically 
designed and hand carved in the 
renowned Barel tradition. 


Their exciting, refreshing styles, their 

consistently superb finish distinguish 

them as leaders in the wedding 

ring field. Because they are fashioned 

to attract and popularly priced to sell, Barel Bridals are your 
formula for fast turnover and increased profits. 





Available in a large selection from modern simplicity to the 
more elaborate including the ultra-smart Swedish and Florentine 
finishes .. . in wide or tapered one and two-tone combinations, 

adorned with brilliant diamonds. 


" 7 


The Barel signature (a appears in the shank of every ring, 
to assure you of a genuine Hand Carved original. 


Sold directly to the retailer by the manufacturer. 


exclusively designed by 
Free mats available upon request. ; 
DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS J he 
ae 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. I, N. Y. 














MASTERPIECES OF FINE JEWELRY 


Krementz Jewelry is known for its classic design, 
rich appearance and long wearing quality. 


People know and appreciate these distinctive 
Krementz qualities as a result of 50 years of national 
advertising. —They know that Krementz Jewelry 
offers. much the same advantages as solid gold. They 
know it has a heavy overlay of 14 Kt. gold 40 times 
thicker than the gold layer found on most ordinary 


Z 


14 KT. GOLD OVERLAY 


KREMENTZ & CO., NEWARK, N. J. 


electroplated jewelry. They know that Krementz 
Jewelry costs a little more, but offers so much 
more in value. 


So, you don’t have to spend much time selling 
Krementz Jewelry because a lot of the selling has 
already been done. Take full advantage of your 
opportunities by consistent display of Krementz 
Fine Quality Jewelry in your windows as well as 
on your counters. 
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New General Electric Hair Dryer lets her 
hear... walk...talk 
while her hair dries 
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She can walk 

First mobile motor on any hair dryer. Now she can strap 
the lightweight motor over her shoulder or around her 
waist ...and move. The vinyl foam pad under the motor 
(first on any dryer) protects furniture surfaces. 


< 
& 


She can hear 


The whisper-quiet motor lets her talk on the phone, 
watch TV, hear the baby cry or the doorbell ring while 
her hair dries. This is the first hair dryer with every 
feature women want—but couldn’t find—until now. 


She can feel inside 

the new drawstring top to tell when her hair’s dry —with- 
out disturbing a hair of her hair-do. The stand-away 
styling of the bonnet protects her styling. No other home 
dryer has so many “professional” features. 


Important! It’s being widely advertised in LIFE 
Magazine during the Christmas gift season . . . see your 
General Electric distributor and get your order in early. 
General Electric Company, Bridgeport 2, Connecticut. 


Dries faster 


than old-style dryers .. . actually as fast in many cases as 
many professional beauty parlor dryers. And it’s gentle on 
the hair—has 4 settings for comfort-drying. The bonnet is 


adjustable—fits any size head or hair-do. 


Progress /s Our Most Important Product 


GENERAL @ ELECTRIC 





complete details on 

availability of this 

handsome window or 

counter unit please contact 

. your authorized Forstner 
istributor. 


Biggest Potential for Easier Sales and Profit— 


yours when you feature the finest— 


I ae of watch-bands by Toul: 


EXCLUSIVE DESIGN! No other watchband so quickly THIN AS A DIME! The look, feel and flexibilty of 
attracts the interest of your customers, because KOMFIT KOMFIT is a pleasant surprise for men and women who 
is distinctively styled and constructed. KOMFIT’s superior have been familiar only with thicker, less flexible, less 
craftsmanship and finer quality is immediately evident . . . luxurious watchbands. 


helps you complete the sale quicker! SHOW KOMFIT—it sells itself! 
DESCRIPTIONS OF KOMFIT WATCH BANDS (shown on display, left to right) 


KOMFIT SPORTSMAN 82F876 $17.00 KOMFIT ROYAL 82F811 $17.00 KOMFIT GRAND 826801 $15.00 

¥e” wide—1/20th-12Kt. Gold Filled Mesh ¥e” wide—1/20th-12Kt. Gold Filled Mesh 58” wide—1/20th-12Kt. Goid Filled Trim 
826862 $10.50. 827811 $7.50 All Stainless Steel (Yellow or Pink) with Stainless Steel Lining 
Stainless Steel with 1/20th-12Kt. Gold Filled 82H811 $108.00 10Kt. Gold 827801 $8.50 Alli Stainless Steel 
Trimming 82A811 $150.00 14Kt. Gold 82H801 $67.50 

82T862 $7.50 Curved ends—82F812—82T812—82H812— 10Kt. Gold Trim with Stainless Steel Lining 
All Stainless Steel 82A812 Curved ends—82G802—82T802—-82H802 
Straight ends—82F875—82G863—-82T863 


ALL PRICES KEYSTONE 


CONTACT YOUR AUTHORIZED 
FORSTNER DISTRIBUTOR 





KOMFIT WARRIOR 826873 $17.00 827873 $8.50 
54a” wide—1/20th-12Kt. Gold Filled Mesh All Stainless Steel 


Te g D7 } Stainless Steel Trim Curved ends—82G874—821874 


JEWELRY’S NAME FOR QUALITY 





KOMFIT CHIEFTAIN 82F869 $17.00 
FORSTNER, Inc., Irvington 11, New Jersey ¥e” wide—1/20th-12Kt. Gold Filled 
Showrooms: Curved ends—82F870 


320 Fifth Avenue, New York 1, New York WOT SHOWN NOMwIT StampARD § S2e7tt $1259, uinsis esti Sicilia titi oie 
ae Yo” wide — 1/ — 12Kt. Go itied Trim (Yellow or Pink) wi ainiess Steel Lining 
29 East Madison Street, Chicago 2, Illinois 821711 $7.50 All Stainless Stee! 


Forstner, (Canada) Ltd., Sherbrooke, Quebec 82A107 $144.00 Alli 14Kt. Gold Curved ends — 82G712 — 821712 — 82A108 





Six (A) ways to 
greater gift profits 
with Ansco 


According to a recent nationwide survey, low-cost camera 
outfits are your No. 1 top-selling Christmas gift item... 
and have been for the past 6 years. Why not anticipate the 
’59 Christmas rush now—with these 6 great Ansco camera 
gifts. Designed to boost your sales and profits, Ansco “all 
in one’’ outfits have everything needed for perfect picture- 
taking. Attractively packaged for easy selling, they’ll save 
you and your salesmen hours of demonstration time. 
Ansco, Binghamton, N.Y., A Division of General Aniline 
& Film Corporation. 





Ansco Cadet® Ovifit! Contains Ansco Cadet camera, flash 
unit, four flash lamps, two Penlight batteries, and one 
roll of Ansco All-Weather Pan film! Only $10.75 retail. 





Ansco Color Clipper® Outfit! All-metal Ansco Color Clipper 
camera, flash unit, one roll Ansco All-Weather Pan 
film. Takes 12 big 214” square pictures on 120 film. 
Leather carrying case. Only $21.95 retail. 





Ansco Hand Viewer! Takes all size 
slides. No batteries needed. Folds 
flat. Available in variety of at- 
tractive colors. Only $2.49 retail. 





Ansco Cadet® Refiex Outfit! All the features of the Cadet 
plus big, bright reflex viewing! You never miss a pic- 
ture! Makes 12 color slides, color prints, or black-and- 
white prints on 127 film! Only $15.95 retail. 








* a 
Ansco Lancer® Outfit! Lancer camera takes 127 film, has 
coated f/8 Sconar lens. Outfit contains camera, flash 
unit, 4 flash lamps, roll of All-Weather Pan. Lowest- 
priced precision camera outfit available! $19.95 retail. 


Anscofiex® 11 Outfit! Superb reflex camera takes 12 
exposures 2!4” square on 620 film. Outfit contains 
Anscoflex camera, flash unit, 2 rolls of All-Weather Pan 
film, 4 flash lamps and camera case. Only $23.95 retail. 





ALL 


OUTFIT 


COMPONENTS ADVANCED PHOTO PRODUCTS 
SEPARATEL nSCO 
SEPARATELY 
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your, Wray — 
INI. YY Gili’ BUSINESS 


with the 





Assortment 76S108 $47.70 





Book Mark = 
10$S004 $5.25 Book Mark 


108001 $5.25 








Paper Weight 
12S003 $10.50 


Pili Box = = 
298006 $7 50 ee SRS ~ 







Areal RON tT nner 


Letter Opener 
118002 $6.75 





Stamp Box 


298007 $6. 





Ruler 
11S8005 $6.45 ALL PRICES, KEYSTONE 


1 pc. each of items shown on handsome display 
unit complete with boxes and flannel! bags 
Leave it to Forstner to create a really new, superbly styled 
Sterling Silver line for all-occasion gifts that mean more sales — 


more new sales for you. 


This Sterling Silver group provides you with the perfect answer for house- 
warming and hostess gifts — for birthdays and anniversaries — for 
brides, grooms, bridesmaids and ushers — for institutional gifts and incentive 
awards — in fact, for innumerable gift occasions every month of the year! 


Now! ... you can make the sales you've been missing - 


the sales you shouldn't lose to other types of stores and gift shops. 
Order from your Forstner distributor — today! OLE? 


JEWELRY'S NAME FOR QUALITY 


FORSTNER, Inc., Irvington 11, New Jersey 
Showrooms: 
320 Fifth Avenue, New York 1, New York 


Forstner Sterling Silver Gifts will be nationally , Pe i 29 East Madison Street, Chicago 2, Illinois 
advertised in House Beautiful reaching eee ey? Forst Cc da) L Sh | 
three and one-half million readers SAA ee ee ee 
77% Ss . 


Thee grew 





#] 


ee 
Cs WV SE iolleation 


gO 


Sphk hd. 


Comprising 21 distinctive pieces including a wide variety of 


bowls, platters, trays, vegetable dishes, buffet dishes and others. 


REED ¢«& B ARTON, Taunton, Massachusetts. Established in 1824. 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1959 














ae 








QUARTET 


in 
perfect 
harmony 


A lovely matching en- 
semble in 14K yellow 
gold with engine turned 
finish, set with cul- 
tured pearls—another 
CHURCH & COMPANY 


masterpiece —the bracelet 


4966 


—the earrings 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


Trade mark registered 
in US. & Canada 








They’re New... 


“Stardust” pin and earrings set in 14K 
white gold overlay was created for Amco 
Jewels by A. Micallef & Co. of Providence, 
R. I. $16.50 Keystone. From your wholesaler. 


‘*‘Whisk-ette,’’ brush for women, and 
“Whisk-er,” brush for men, have sterling sil- 
ver handles. “Whisk-ette” has white nylon 
bristles and gold finished holder; “‘Whisk-er” 
has black bristles and black holder. “Whisk- 
ette” is $4.50 FTI; “Whisk-er” is $5 FTI. 
Gorham Co., Providence, R. I. 


According to the manufacturer, the new 
Universal toasters will sense the moisture 
content and thickness of bread and adjust 
automatically to provide uniform brownness. 
Two-slice model retails for $16.95; four-slice 
model, $24.95. From Landers, Frary & Clark, 
New Britain, Conn. 
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SAVE MONEY— V\ ) 4 tt i. 


Walenmmaccarnanare 











a 


lf you are one e) means 


38.000 American jewelers paying a Attract Customers with, better dia- 
middleman’s profit mond buys. 


to importers and wholesalers and make up to double the profit on every 


sale 
Think about the advantages of eliminating this 
cut In your profits, savings up to on cost 


prices of fine diamonds ay na Col meltimeacti acm els Mem il ioe siiile)emelicaee leh mies 


ordering, Our guarantee of your satisfaction 


Join over 900 American Jeweler 
who, dug teat ae er ken JOA CHI MAG OLDENST BIN 


advantage of the better diamonds we are 


~ 


supplying at the lowest prices direct from Diamond Exporter for More than 25 Years 


Antwerp THE DIAMOND CLUB, ANTWERP, BELGIUM 


AIRMAIL THIS COUPON TODAY 
JOACHIM GOLDENSTEIN, The Diamond Club, ANTWERP, BELGIUM 


Please send me immediately, complete descriptive folder and price list proving 
to me that I can cut my diamond costs up to 4% by doing my own importing 
direct from Antwerp. 


NAME__... 
ADDRESS 


+ | » A STATE 


— airmail postage to Antwerp is 15¢— 





SOUNDING 
A CALL 
TO 
CUSTOMERS 

FOR YOU 
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Contest |On October Ist, the fabulous 

Swiss Vacation Contest will get under 

way! Powerful advertising will trumpet 

the news, calling customers to your store 

for their contest entry blanks! 

Advertising| There will be full page 

newspaper ads in 50 major cities . . . with 

jeweler tie-in ads available. Spot radio 

will be used extensively in 150 market 

areas covering most of the U.S. Full- 

page magazine ads in Life and Saturday 9 

Evening Post will round out the promo- Here S d, 

tion of this great contest. 

Objectives | This powerful advertising 8 ‘ 
will do two things: 1 Sell the consumer national! advertised 
on the idea of buying a quality watch. 

2 Tell the consumer he can enter the 


ses wesen cones ooo QUALITY Watch contest 


Prizes | First four prizes will be paid va- 


cations for two in Switzerland. The rest 4 ° 
of the 1,000 valuable prizes include d, WV ] Cre ase 


mink stoles, Bolex movie cameras and 


projectors, Hermes typewriters, Swiss ° f 
watches and chocolates. Ale W elry Store tra, (} 
Prizes for the trade| There will also ° 
be prizes for the jewelers who issue the 

top four winning coupons. First Prize: 

all-expense, 15-day trip to Switzerland. 

2nd, 3rd and 4th Prizes: Bolex motion 

picture camera and projector sets. 


How to tie-in| Before the contest 
starts, you will receive a kit of tie-in ma- 
terial. It will include point-of-sale display 
pieces, advertising material and contest 
entry blanks for your customers. Use this 
material. Make your store a contest 
headquarters, so that this great new 
contest can do a real traffic-building job 
for your store! 


Entry blanks at jewelry stores only! 
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They’re New... 


Portable 17-inch TV set has 25 transistors, 
rechargeable }-atteries. $250 retail. (Produc- 
tion begins the first of next year.) From 
Emerson, Jersey City 2, N. J. 


we | WE 





White gold inlays, in the form of diamond- 
like facets in engagement ring shank, set off 
center diamond. Matching wedding band’s 
inlay is faceted to simulate baguette. In 14K 
yellow or white gold. From I. Roskin, 21 W. 
46th St., New York. 








~ 


Norelco’s “Coquette,” ladies’ electric shaver, 
has pink case scented with French perfume. 
In pink and black travel kit, $17.50 retail. 
From North American Philips Co., 100 E. 
42nd St., New York. 


Beau “Lightomatic” 35 mm electric eye 
camera has automatic exposure device, coupled 
rangefinder, f1.9 lens. $99.95 retail. From 
Camera Specialty Co., 705 Bronx River Rd., 
Bronxville, N. Y. 
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J-B introduces a great new idea 1n Watch Straps 








JEWELERS BEST 


JACOBY-BENDER, INC., WOODSIDE 77, NEW YORK # 


NEW! 
MULTI-WIDTH 
ENDS 


Fits all watch cases! Cuts inventory, frees 
your capital—you carry 6674% less stock! 


It’s easy! Sizing circlets that color match 
the buckle are included with the strap in 
J-B’s deluxe package. Thread the end with 
push-pin—add one circlet to change %” 
end to '/;.’—add two circlets for a 3%” end! 


ADJUST THE ENDS 
TO FIT THE SALE! 


Ask your wholesaler for J-B’s smart new 
MODERN-AIRE STRAPS for men—with multi- 
width ends*—available in NORWEGIAN CALF 
(Style #204) or IMPORTED SuEDE (Style 
#212). Your cost for a colorful 6-on display 
card—only $5.85. Straps retail: $2.50 ea. 


* PATENT PENDING 


JACOBY-BENDER CANADIAN LTD., TORONTO, ONT. 





“nen CROW 


Lave 
PLASTIC 
IN ALL COLORS 
PARCHMENT 
PLAIN OI PRINII | 
Mid.by ARCH CROWN TAGS. ING 


277 Halsey St., Newark 2, NJ. 








‘he Rosary of the Month” 


Catamore Rosaries . . 


. handsomely crafted of pre- 
cious sterling silver and the finest rosary beads. Dis- 


tinctive . . . beautiful original designs. Sales are 
bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


> > “es 
’ S : . 
ee ee le 
. <L* > 
_ a 


% —. : . . - 
+ a oe 
~ — 

==. 


“ ¢ 


+ 


R376/20-538 $10.75 
Full Tin Cut crystal bead, 


hand engraved cross and 
center. 














They're New... 


“Victorian,” ladies’ antique style pendant 
watch by Sheffield, has link chain, Roman nu- 
merals set on a golden dial. $15.95 retail. 


Ice bucket (LB510) is made of calf leather- 
covered gold-tone anodized “Biluminum.” 
Holds 2% quarts. $7 retail. From Ray Con- 
trol Co., 244 Fifth Ave., New York. 





General Electric-Telechron’s “Golden Times” 
has radiating brass plated tines, brass hands 
and numerals and a black dial. $29.95 retail. 
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5-NEW CROWN oe 


cROW 


g.TransistoF /' 


yl Sm 
3 
poasts P 
a \ Radio + ** 
L-TRANSISTOR Ee 
RADIOS 


¢ Beautifully styled to capture every heart. 
¢ Priced right to top any competitive bid. 
e All 5 of a kind... the finest in the deck! 


it 58% 3 “ned 
GO oR Or 
om ot ofS os? go 


Nationally Publicized 
Nationally Advertised 
Seen...Admired...Wanted By Millions of Maga- 


tine Readers, Millions of Television Viewers Every- 
° li where. Featured on The ‘TREASURE HUNT SHOW” 
12%. ing Starring Jan Murray on NBC TV Nationwide Network 
SALES PRO- over 140 Stations. 
MOTION MATERIAL 


FREE with ORDER an a 


Write, Wire or Phone For the Best Deal Ever Handed To You 


Q i ty : i? O * 276 4th AVE., NEW YORK 10,N. Y. * GRamercy 7-7500 
215 West 5th St.. Los Angeles, Calif 
5 n m SALES OFFICES: a ee aa arin fis cask 


Mall dgaleolitolalel mm @laala | Welalelols ° Biel Bienne . Hongkong ° Tokyo 
Lumpur - aleluleliiae, 7 Montreal . ate de Janeiro* . '@rvel ae . S nqapore 
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FOR LIMITED TIME ONLY! 


..- Mn. Retailer 
THIS 
ELECTRIC 
MOTOR 
TURNTABLE 
IS YOURS... 


ee, Bt ae aor ss 


LOOK 
At These 
FEATURES! 





For Your Store... 


This 
Velvet Covered 
ELECTRIC 
TURNTABLE 


Here’s A Wonderful 

PROFIT DEAL From Fost 
Beautifully Velvet Covered . . . Long Length UL Approved 
Cord ... Gold Plated . . . Quality Gear Action Silent Motor 


. « » Value $17.50 


f 
{ lt Is Yours With 33 Profit Making Quality Foster Men’s 
¥ Jewelry Sets At No Extra Cost 


* Double-Tiered Turntable For Year ‘Round Use With Foster 
‘ Men's Jewelry Or Allied items — Watches, Pearls, Costume 
Jewelry. Terrific Display, Invites Shoppers Into Your Store. 


Your Cost Your Selling Price 


33 Sets $83.25 $178.35 
YOUR PROFIT $95,'° Plus 


Double Tiered Velvet Turntable 


Contact Your Foster Wholesaler 


FOSTER METAL PRODUCTS, INC. 


ATTLEBORO, MASS. 























They’re New... 


“Heco” musical alarm has luminous dial, 
hand painted design. Measures 3% in. x 2% 
in. In black and gold or ivory and gold, $12 
Keystone. From Henry Coehler Co., 102 Fifth 
Ave., New York. 


“Varaflame Windlite” is said to be first 
butane-fueled windproof lighter. In chrome or 
chrome and satin-chrome finish. $9.95 retail. 
From Ronson Corp., Woodbridge, N. J. 


Waterproof alarm and calendar watch has 
rotating bezel that sets alarm to wake you 
or remind you of a parking meter. Calendar 
indicates even dates in red, odd dates in black. 
From Framont, Saignelégier, Switzerland. 
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a diamond in all its glory! 


f 
f 


oY as 
. Dilelilelilomcib4-melslom slaliiiclaia-m-latelilacie 
| aye as never before! This new Feature-glo 
: Giro |-Me) Mm sialillclila- Mae a -toh tin Mm dlile mM Maolsbisleltitiols 
4 extra diamonds set ° 
partially beneath the for today’s trend to round settings. 
girdie of the center dia- 
" mond add thousands of 


~. extra sparkling high- eae 


ee lights. Diamond looks 7 . x / 
tature Ming C6 we 





larger, more brilliant! 


130 WEST 46th STREET, NEW YOR 


“= WORLD'S LARGEST MANUFACTURER OF ITERLOCK 


36, N.Y. 


4 


Feature gio Pat. 22774231 & PRCa_ inc 1959 ENGAGEMENT AND WEDDING RINGS FOR DIAMOND 
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AUTOMATIC CHAIN COMPANY 


PROVIDENCE ® RHODE ISLAND 





STOCK BOXES 


wit 4 “PERSONALIZED” LOOK 


We will gladly design 


your own specialized 
package for you. 


BOX COMPANY| 


523 MT. HOPE ST. +« ATTLEBORO FALLS, MASS. 








36 





They’re New... 


“Exeter,” reproduction of 17th Century 
English bracket clock, has solid mahogany 
case, shock-protected floating escapement with 
suspended balance, silencing iever to shut off 
hour and half-hour striking mechanism. In 
electric or eight-day wind, $49.95 retail. From 
Seth Thomas, Thomaston, Conn. 


Lady Sunbeam’s “Elegance,” multiple-head 
electric shaver, features “guardian rollers,” 
said to protect delicate skin and insure shav- 
ing comfort. In pink or blue. With white 
leatherette travel case, $21.50 retail. 


Imported novelty clock has attached globe 
and orbiting satellite. Constructed of metal 
and plastic, unit measures 9” wide, 11%” long 
and 14” high. $8.98 retail. ($9 Keystone; 
minimum order of six.) From Schmetzer, 
Inc., 255 Fifth Ave., New York. 
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L 19-JEWEL FIGIN WATCHES HAVE THE NEW 


EXCLUSIVE DURABALANCE!.GUARANTEED SHOCKPROOF FOR LIFE 


You can't see it! You can hardly hear it. 
Yet the new, exclusive Elgin DuraBalance 
is the most accurate, durable and trouble- 
free balance ever created —and it's 
guaranteed shockproof for life. The 
watches that are shown on this page, and 


NORWOOD 
9526-YS$S$ (natural). 19 
jewels. Adjusted. 10kt 
rolled gold plate top, 
stainless steel back aoe. 


9526-YS8 (natural). om 
pansion band. $39.95 
9526-YMS (natural). Full 
figured, Nite-Glo er 
Leather strap. $34.9 

9526-YMB (natural). Pall 
figured, Nite- Glo dial. Ex- 
pansion band. $39.95 


J 


MAGNOLIA 
rite Fo neeroo yg! 19 
jewels. justed. 10kt 
rolled gold plate top, 
stainless steel back case. 

$49.95 


9317-WFEB (white) $49.95 


ington (natural). ~—- 
lon 
9317- -WEC (white) $44.95 


NADEE 
9376-YCB (natural). 


jewels. Adjusted. 


19 
10kt 
rolled gold plate top, 


stainless steel back case. 


$35.95 
9376-WCB (white) $35.95 


THORNDALE 


9525-YCB (natural). 
Adjusted. 10kt 


jewels. 


19 


rolled gold plate top, 
stainless steel back case. 
$49.95 


9525-YCS (natural). 
Leather strap. 


tU.S. Patent #2880570 


$44.95 


9528-YSB8 (natural). 
jewels. Adjusted. 10kt 
rolled gold plate top, 
stainless steel back case. 
$35.95 


CAPRICE 
9340-WSB (white). 19 
jewels. Adjusted. 10kt 
rolled gold plate top, 
stainless steel back case. 

$49.95 
9340-YS8 (natural). 
$49.95 


9340-WSC (white). aan 
cord. 


9340-YSC (natural). 
$44.95 


all Elgin watches with 19 or more jewels, 
have the new DuraBalance. All have the 
guaranteed-for-life DuraPower main- 
spring, too. All will be heavily advertised 
in national magazines and on network TV 
this Fall. Why not send your order today? 


BROOKDALE 
9341-WCB (white). 19 
jewels. Adjusted. 10kt 
rolled gold plate top, 
stainless steel back case. 

$39.95 
9341-YCB (natural). 
$39.95 


9341-WCC (white). er 
cord. 95 


9341-YCC (natural). 
$34.95 


MONEY CLIP 
9531-YSN (natural). 19 
jewels. Adjusted. 10kt 
rolled gold plate top, 
stainless steel back case. 
Yellow clip attached. 

$49.95 


Prices Include Federal Tax 


ORLAND 
9529-YFB (natural). 
jewels. Adjusted. 10kt 
rolled gold plate top, 
stainless steel back case. 

95 


$39 
9529-WFB (white) $39.95 
9529-YFS (natural). 
Leather strap. $34.9 
9529-WFS (white) $34.95 


GRACE 
9342-YS$8 (natural). 19 
jewels. Adjusted. 10kt 
rolled gold plate top, 
stainless steel back case. 


$49.95 
9342-WSB (white) $49.95 


9342-YSC (natural). 2 
lon cord. 95 
9342-WSC (white) $44. 95 


ANCY 
9345. vse (natural). 19 
jewels. Adjusted. 10kt 
rolled gold plate top, 
stainless steel back case. 


$39.95 
9345-WS8 (white) $39.95 
9345-YSC (natural). Ny- 
lon Cord. 


95 
9345-WSC (white) a 95 
9345-YCB (natural). 
bination res and a 
ers dial. Expansion brace- 


let. $39.95 
9345-WCB (white) $39.95 


LAPEL WATCH 
9532-YSN (natural). 19 
jewels. Adjusted. 10kt 
rolled gold late case. 
Link chain with lapel but- 


$49.95 
9532-WSN (white) $49.95 








AFTON 
8235-WS8 (white) iv 
jewels. Adjusted. 10kt 
gold-filled case $59.50 
8235-YS8 (natural) 

$59.50 


—~ Sete (white). Nylon 

cor 54.50 

$235- YSC (natural) 
$54.50 


SABINA 
8227-WB (white). 19 
jewels. Adjusted. 10kt 
gold-filled case $69.50 
8227-YFB8 (natural) 

$69.50 
8227-WFC (white). Nylon 
core 50 
8227-YFC (natural) 

$64.50 





ANGELA 
9367-WSC (white). 19 
jewels. Adjusted. 10kt 
= filled case with silver 
ugs. Four diamonds 

$79.50 
9367-YSC (natural) 
$79 


ELDORADO 

5922-YS8 (natural). 19 
jewels. Adjusted. 10kt 
rolled gold plate top, 
stainless steel back, water- 
»roof® case. Sweep-second 
and $59.50 
5922-YSS (natural). 

Leather strap. $54.50 


CRANBROOK 
5934-YLB (natural). 19 
jewels. Adjusted. One 
piece, 10kt rolled gold 
~y top, stainless steel 
sack, waterproof* case. 
Luminous dial. S 
second hand. 
5934-YLS (natural) 
Leather strap 


THOR 

VYiB (natural). 19 
Adjusted. One 
10kt rolled gold 
top, stainless steel 
waterproof* case 
Luminous dial. Sweep 
second hand. $79.50 

5931-YLS (natural). 
Leather strap $74.50 


Prices Include Federal Tax 


SHARON 
8238-YS8 (natural) 19 
jewels. Adjusted. 10kt 
gold-filled top, —— 
steel back case. $59.50 
8238-WSB (white) $59.50 
8238-YSC (natural). Ny- 
lon cord. $54.50 
8238-WSC (white) $54.50 


BROOKHAVEN 
8233-YS8 (natural). 19 
jewels. Adjusted. 10kt 
rolled gol« late top, 
stainless steel back case. 


$69.50 
8233-WSB (white) $69.50 


8233-YSC (natural). Rs 
lon cord 50 
8233-WSC (white) aoa. 50 


LOTUS 
9371-YCB (natural). 19 
jewels. Adjusted. 10kt 
gold top, stainless — 
back case. $89.50 
9371-WCB (white) $89.50 


9371-YCC (natural). Ny- 
lon cord. $84.5 
9371-WCC (white) $84.50 





DRAKE 
8615-YCB (natural). 19 
jewels. Adjusted. 10kt 
gold-filled top, stainless 
steel back case. $59.50 
8615-YCS (natural). 
Leather strap. $54.50 
ey (natural). Style 
dial. $59.50 
8615-YSs (natural). Style 
dial. Leather strap. $54.50 





SPENCER 
8612-YSB (natural). 19 
jewels. Adjusted. 10kt 
gold-filled case with lapped 


ugs. 
8612-YS$S$ (natural) 
Leather strap. $64.50 


BRADWELL 
5932-YSB (natural). 19 
jewels. Adjusted. 10kt 
gold-filled case. } 
second hand. 
5932-YSS (natural). 
Leather strap. 


FANTASY 
9344-.YSB (natural). 19 
jewels. Adjusted. 10kt 
rolled gold plate top, 
stainless steel back case. 

$59.50 
9344-WSB (white) $59.50 
9344-YSC (natural). be 
lon cord. $54.50 
9344-WSC (white) $54.50 


BRACELETTE 
9366-WSB (white) iv 
jewels. Adjusted. 10kt 
rolled gold plate top, 
stainless steel back case. 
with silver lugs set with 
two diamonds. 9.50 
9366-YSB (natural). 

$69.50 





M.. 


ANITA 
9372-YSB8 (natural). 19 
jewels. Adjusted. 10kt 
gold case. $100.00 
9372-WSB (white). 

$100.00 


9372-YSC (natural). Le 
lon cord. $95.00 
9372-WSC (white) $95.00 


*When Case, Crown and Crystal Are Intact. 


GREGORY 
9523-YFB (natural). 19 
jewels. Adjusted. 10kt 
rolled geld plate top, 
stainless steel back case. 


$59.50 
9523-YFS (natural). 
Leather strap. $54.50 
9523-Y8B (natural). Black 
dial. Expansion band. 

$59.50 
9523-YBS (natural). Black 
dial. Leather strap. $54.50 
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BRADFORD 
9524-YSB (natural). 19 
jewels. Adjusted. 10kt 
tolled aaa plate top, 
stainless steel back case. 

$69.50 
9524-YSS (natural) 
Leather strap $64.50 


POLARUS 
§$933-YZ8B8 (natural). 19 
jewels. Adjusted. One 
piece, 10kt gold, water- 
proof* case. Sweep-second 
$100.00 


$100.00 


5933-YZS (natural). 
Leather strap. $95.00 
5933-WZS (white) $95.00 


hand. 
5933-WZB (white) 





— 
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They’re New... CULTURED 
BLACK PEARLS 


Ieee? G@ 
NEWEST 
TREND 


... Ideal by itself or 
blended with white 


cultured pearls. 


















Pear aes we | ALL SIZES 
“Family Gallery” leather photo frames are | 

available in styles to hold from three to six | AE: SNL 
pictures. Retail from $1 to $2. From Dunston | : NECKLACES 
Leathers, Inc., 121 W. 17th St., New York. ‘ and 


LOOSE PEARLS 


Guaranteed never to fade 


eo ON 


- COMPANY 


42 W. 48th St., N.Y.C., N.Y., Cl 6-9252 





unique 
in the 
richness 
of its 

“Lev-R-Matic” can opener has handle that 
serves as actuating lever. Will open any size engraved 
or shape can. $19.95 retail. From Iona Mfg. d t 1 
Co., Manchester, Conn. | etalil, 
the most 
line of 





STERLING SILVER JEWELRY 


is <> tastefully modern in styling 





<> agelessly classic in quality 
<> realistically priced 


Let us hear from you. 
There's so much more to tell. 





a the 
; | 
“Headliner 710” semi-automatic slide pro- | 
jector features rear slide editing panel, view- | N. J. corporation 
ing screen inside case cover, 500-watt illumi- | Post Office Box 711 
nation. $69.95 retail. From Bell & Howell, | Dover, New Jersey 
7100 McCormick Rd., Chicago. | Phone: HOpatcong 8-0300 
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RONSON C.F.L. SHAVER 
... fated “‘tops”’ by 2 leading 
consumer testing magazines. 
Suggested retail price: $20.00 












































GET IN ON 


RONSON SHAVERS 


GIFT DIVIDEND PROGRAM 
FOR RETAILERS 


LADY RONSON SUPERBE... newest, 
most beautiful lady’s shaver in the 
newest, most beautiful gift case. 
Suggested retail price: $16.50 


RONSON CORPORATION + WOODBRIDGE, N.J. * TORONTO, ONT. + LONDON, ENG 
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JUST GOLLEGT RONSON SHAVER 
GIFT CERTIFIGATES! 
It’s easy! No red tape! No delay! 


Now Ronson rewards dealers for stocking and selling C.F.L. and Lady Ronson Superbe Shavers. 
Each of these shavers shipped from the Ronson factory has a valuable gift certificate enclosed! 
The more shavers you buy, the more fabulous the prizes you get! 


3 Certificates — Two RCALP record albums! 9 Certificates = Six RCA LP record albums! | OR: 12 Certificates 
6C P record ! __12 Certificates = Eight RCA LP record albums! as One Executive Attache Case — 


*F: 


; 


48 Certificates = Admiral Transistor Radio 


‘ 432 Certificates = Admiral Food Freezer 


Certificates must be postmarked no later than January 15, 1960. 


Start buying... 0 N S 0 
Start saving...now! é 
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STOP 
losing sales on 
a high-profit item! 


START 
making 
money on 


Why pass up stopwatch cus- 
fomers...stopwatch profits... 
when Clebaor can furnish you 
with a complete line of super- 
accurate instruments for every 
precision timing need. 
Stopwatch of 
Split-Second Accuracy 


' @elti Je). Bi 280), mie X a? aw’ “4 
CLEBAR WATCH COMPANY, 15 W. 44th St., N. Y. 36 


FREE Rush full information, catalog and wholesale price list. 
No obligation, of course. 





Name 


Address. 








City. Jone State 





First Desk Set with 
$1.00 features for.. #7 .. only 


Truly a handsome, well made set, with your 
cold imprint (5 lines maximum in block, seript 
or italic) on base, plus Free gift box. Min. a. 
order, 100. t-col. ewspaper mat sent free 

for your promotion uses. 

Several ways desk set is being used: In Hundred Lots 


TO OPEN NEW ACCOUNTS. TO 


; days F.0.B. Factory. 
3 wks. delivery. _ 


GOLDNER ASSOCIATES 


P.O. Box 2703, Nashville, Tenn. 

















Just received! 


Especially fine selection of round Black Star 
Sapphires in standard commercial sizes, up to 
gross units of single or paired stones for im- 
mediate showing and delivery. 


Ask to see our diversified line of Black Star Sapphires, 
fine diamond cut Rubies, fine diamond cut Blue Sap- 
phires, Jade (processed color), other precious stones 
and superb genuine Zircons in all shapes and sizes, 
gold, blue and white. 


For quality gems, prompt attention and courteous service, always call 


‘x WALTER ARNSTEIN Inc., Importers 2u¢'2t,°2®? 


SB New York 36 
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They’re New .. . 


Combination set includes string of pearls 
and three-pearl, 10-diamond, 14K white gold 
pendant. $110 Keystone. From Z. I. Levkov, 
565 Fifth Ave., New York. 


Egyptian motif cuff links depicting a lion 
hunt are handcrafted in Italy of 18K gold. 
$98 retail. From Italian Jewelers Inc., suite 
202, Hotel Biltmore, Madison Ave. at 43rd 
St., New York. 


Platinum wedding ring (illustrated 
“stretched out” to show construction) has 
marquises, tapering baguettes and round dia- 
monds. About $5,000 retail. From Raymond 
Abrahams, 551 Fifth Ave., New York. 


“Ocean Star” features one-piece waterproof 
case with crystal free from distorting pres- 
sure. In stainless steel with 18K gold mark- 
ers, $110 FTI. From Mido Watch Co., 580 
Fifth Ave., New York. 
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SOLD THROUGH WHOLESALERS ONLY 


CARL-ART iwc. 


Pr ee et. DO EON-.C. 


New York * Chicago * Los Angeles 
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Musical Charms by Disher 


This unique assortment of charms, specially 
designed for the music-minded, provides a 
valuable source of extra sales all year ‘round. 
Available in Sterling, or 14 kt. Gold. Order 
now through your wholesaler. 


Catalog on request. 


J. M. FISHER COMPANY 
Since 1879 





| 


| HIGHLIGHT 
| YOUR 


Reo 3 Fe fe ee 


with this jewel-like fondue — specifically for your cus- 
tomers who demand something different for this year’s 


ern wickless alcohol burner provides ample heat for a 
wonderful fondue party where each diner cooks his own 
entrée. Complete with stand, tray, kettle, snuffer and a 
recipe book, $25.00. Brochures of complete line available. 


transeuropa INC. 229 Berkeley Street 


2Ve_1e)-4a— Boston 16, Mass. 








bride. The gleaming solid brass is lined with silver. Mod- | 











They’re New... . 


“Around the Globe” clock gives correct time 
for anywhere on earth. Has five-jewel eight- 
day movement, brass case. Measures 11%” x 
10%”. $120 retail. From Kienzle Co., 102 
Fifth Avenue, New York. 


Ambassador’s new sterling silver cranberry 
server (14505) has non-tarnishing finish. $3.60 
Keystone. From Ambassador Cutlery Mfg. 
Co., 398 South St., Newark, N. J. 


Frem Jacoby-Bender’s new line of “‘tele- 
scope” ladies’ bands, style 6520 has tiny satin 
ribbon flowing through center from end to 
end. In yellow or white gold filled, $8.95. 
From your J-B distributor. 


Platinum bracelet (2488) has 241 diamonds 
totaling about eight carats. $5,500 Keystone. 
From Belenky Brothers, 97 Canal St., New 
York. 
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adjustment 
unlimited 


When Baldwin's “new ideas” department takes on 

a problem, the development it comes up with will be 
radically new and different —like this complete 
departure in ladies expansion bands. Unlike other 
tubular bands with one long spring inside, 

each link of the Baldwin Tubular* has a sliding frame 
with an individual coil spring. Every link can be 
removed or replaced easily, making the Baldwin 
Tubular the only completely adjustable ladies 
expansion band—on the spot “adjustment unlimited”. 


{,~—@ 


0 a 


CE EP 








fF 
“a 
7 
| 
, id 
: | 
| | 
| 
r i 


The Baldwin Tubular is 100% stainless steel, 

the narrowest such band on the market. 

And as usual, there is Baldwin's unique immediate 
replacement guarantee. 


he 
X 
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— 





Ask your wholesaler for illustrated brochure. 


Bracelet Corp. 
22 West 48th Street, New York 36, N. Y. 
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PROFITS NEED A LIFT? 


. These books can start you moving ahead ! 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ''In print’’ at the time 
orders are received. We can supply tities from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMSTONES 
G. F. Herbert Smith 
Liberally illustrated 13th Edition—560 pgs. 


GEMS AND GEM MATERIALS $6.50 


Drs. Kraus and Slowson 
Study of all basic and rare gem materials 


DIAMOND TECHNOLOGY 
Pou! Grodzinski 
500 crystal clear iflustrations—800 pgs. 


THE ART OF YHE LAPIDARY $7.00 


francis J. Sperisen 


Over 400 illustrations—382 pgs. 


$12.50 


$10.00 


THE WORLD OF JEWEL STONES $10.00 


Michael Weinstein 
Valuable reference book—448 pgs. 
A a TO PRECIOUS STORES | $3.50 
- Spencer D.Sc., F.R.G.S 


FEES a’ work on gems 


STORY OF THE GEMS $5.00 
Herbert P. Whitlock 

Mineralogical backgreund of precious, semi- 

precious stones 

GETTING ACQUAINTED WITH MINERALS $6.95 
George L. English & Davis E. Jensen 

instructions for identifying over 500 different 

minerals 


HANDBOOK OF GEM IDENTIFICATION $6.00 


Richard YT. Liddicoat, Jr. 
Generously illustrated—352 pgs. 


GEM TESTING $5.00 
B. W. Anderson, 8. Sc., F.G.A. 
Simple, scientific tests 


A FIELD GUIDE TO ROCKS & MINERALS $3.95 
Dr. Frederick H. Pough 


GEM CUTTING $4.50 
J. Daniel Willems 
Explores the art of fashioning gemstones 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY ENGRAVER'S MANUAL $3.95 
John J. Bowmen & R. Allon Hardy 

Complete and authoritative, profusely illus- 

trated—143 pgs. 


PRINCIPLES OF ELECTROPLATING AND 
OFORMING 


ELECTR 
Williom Blum. & Geo. B. Hegaboom 


Revised and enlarged edition 


JEWELRY MAKING FOR SCHOOLS, TRADES- 
MEN, CRAFTSMEN Soft Cover $2.95 
m ‘te Hard Cover $4.25 
rray Bovin 


Describes all techniques, procedures of making 
jewelry 


JEWELRY REPAIR MANUAL $4.85 
R. Allan Hardy & John J. Bowman 
Guide to tools and techniques of repoiring 

—a'so stone setting—166 pgs. 
sewELEY DESIGNING & APPLIED DESIGN 
Instruction Side full page drawings 


ART MONOGRAMS & LETTERING $6.25 
19th Deluxe Edition—102 pgs. 


ART MONOGRAMS & LETTERING $3.00 
18th Edition—paper cover—40 pgs. 


ENGRAVING STYLE CHARTS $4.00 

A-crrt-ad—morder by the doz. 

JEWELRY & SILVERWARE ENGRAVING $2.00 
CHARTS 


$40.00 


1. M. Bergling 
Set of four 


HERALDIC DESIGNS AND ENGRAVING $7.25 
J. M. Bergling & A. Tuston Hay 

Deluxe Edition—Iilustrated handbook and aic- 

tionary of terms—92 pgs. 

JEWELRY, GEM CUTTING AND METALCRAFT $5.75 
William T. Baxter 

Many illustrations—360 pgs. 

JEWELRY AND ENAMELING $4.95 
Greta Pack 

ENGRAVING ON PRECIOUS METALS $7.80 
Brittain, Wolpert & Morton 

Textbook for beginner or expert——225 pgs. 

METALCRAFT AND JEWELRY $3.25 
Emil F. Kronquist 

Well illustrated—191 pgs. 

JEWELRY MAKING AS AN ART EXPRESSION $6.50 


D. Kenneth Winebrenner 


For the Skilled Watch and Clock Maker, the Apprentice and Student 





WATCH REPAIRER’S MANUAL $6.50 


Henry 8. Fried 
Covers all phases of watch repairing—306 pgs. 


KEYSTONE WATCH REPAIR RECORD BOOK $3.00 
2,000 entries—140 pgs. 


WATCHMAKER’S LATHE AND HOW TO 
USE IT 


$7.50 
Donald DeCarle 
Detailed explanations and il'ustrations—154 pgs. 


CLoce - WATCH ESCAPEMENTS $7.50 
J. Gazele 

Descriptions of ~A escapements’ illustrations— 

294 pgs. 


WATCH AND CLOCKMAKER’S HANDBOOK $15.00 
E. J. Britten—Revised by J. W. Player 


15th Editien—605 pgs. 


WITH THE WATCHMAKER AT THE BENCH $3.50 
Dona'd DeCarle 
Profusely illustrated—243 pgs. 


PRACTICAL COURSE IN HOROLOGY $3.25 
Harold C. Kelly 

Watch construction, repair maintenance, etc. 

—192 pgs. 


GEARS S FOR SMALL MECHANISMS 
Gear grt St and adjustment 


WATCH REPAIR (1957) $4.85 
Harold C. Kelly 

Theoretical, practical and mechanical phases 

of horology—248 pgs. 


PRACTICAL CLOCK REPAIRING 


Denald DeCarle 
450 illustrations—230 pgs. 


On Silver for the Jeweler, Silversmith, Collector and Antiquarian 





THE STERLING FLATWARE PATTERN INDEX 
1958 EDITION 


Jewelers’ Circular-Keystone 
Without Binder $17.50 
With Leather Binder $27.50 
More than 1,200 illustrations—indexes of 
pottern names 


Order Your Choices Today! 


AMERICAN SILVERSMITHS AND THEIR 
MARKS 111 


Stephen G C. Ensko 
Invaluable historical and reference book— 
illustrated—285 pgs. 


BOOK OF OLD SIVER 


Seymour B. Wyler 
20,000 halimarks—447 pgs. 


ENGLISH SILVER—1675-1825 $5.00 
Stephen G. C. Ensko & Edward Wenham 
Line drawing illustrations—109 pgs. 


THE GOLDSMITH’S AND SILVER- 
SMITH’S MANUAL 
Staton Abbey 
For those working in precious metals— 
105 pgs. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check or money order must accompany all orders. 


Do not send cas. Prices subject to change without notice. No books sent on approval. 
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IT PAYS YOU 10 REMEMBER 
WEDDING ANNIVERSARIES 


... heres an easy way to do it! 


@ SUCK YOUR THUMB—pace the floor—chew on a pencil— 
possibly scratch your head? Is that the way you stir your 
memory? If it is it’s permissible to say that your: 

- Thumb is wet 


. Floor is worn 


1 
2 
3. Stomach is fuil of wood and graphite 
4 


. Head is bald and most of your hair is under your 
fingernails. 


For a businessman, especially a jeweler, to have to resort 
to the above methods is not only dangerous to his health 
but it also reveals a lack of organization. 


One of the occasions on which many a jeweler has been 
forgetful is his customer’s wedding anniversaries. Sure, 
you have probably pitched the 25th and 50th but what 
about all the ones in between? It’s widely known that 
many jewelers neglect this business—even though the 
profits therefrom could be very substantial! 


The main problem seems to be one of record keeping— 
having handy the few facts necessary to alert you to com- 
ing anniversaries so that you can contact the male cele- 
brant in advance. Well, here’s the easiest way we've seen 
to solve that problem and start bringing in some extra 
cash. 


The entire program revolves around this file card. You 
record the name, address and wedding date when the 
young couple comes in for nuptial rings and from then 
on you’re set. By placing the card in proper sequence in 
a tickler file, arranged by months, you have a system for 
reminding yourself each year to remind the husband of 
his approaching wedding anniversary each year there- 
after. The fact that a jewelry gift is the best expression 
of the love he has for his marital partner and that your 
store is well stocked to meet his needs naturally follows. 
See?—couldn’t be simpler! 


To order your supply of both the index and the tab cards, 
fill in the coupon. Minimum quantity available on the 
index cards is 100. Prices include postage. 

—100 3 X 5 index cards 

—additional 100’s 

—set of 12 monthly tab cards 
Order your complete supply now. The small expense 


involved is well worth the hetter memory and increased 
sales which will accrue. 
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Specially colored monthly tab card to organize this reminder 
system for your customer’s anniversaries. 











names of couple 





home address (after marriage) 





business address 





business telephone salesman’s 
name 








GIFT RECORD 
Ist Anniv. 3rd 5th 
2nd” 4th 6th 


























This is the index card which provides all the data you need 
in order to operate this program. 


Please send to me the following quantities of 
wedding anniversary reminder cards. 


index cards, along with 
sets of monthly tab cards. 


Send this coupon along with payment to JEWEL- 
ERS’ CIRCULAR-KEYSTONE, 56th & CHEST- 
NUT STS., PHILADELPHIA 39, PA. 


fa 
™ 





For The Ladies... . They’re NOW . 


Tiniest Telescopic Band 
EVER MADE! 
New watchbands slip on and off as lightly as 


a feather with 10% more expansion. Delicately 

styled, but featuring unsurpassed new construction 

strength. 

Fully guaranteed, these popular, fast-moving ladies’ 

models are available in 1/20 10K yellow or white aa | AMA | 

Gold Filled tops. i 

Each band handsomely packaged in _ attractive From a new series of six ligne models, style 
A10-1417 has 10 diamonds, sapphire crystal. 


$250 FTI. From Eterna Watch Co. of Amer- 
ica, Inc., 677 Fifth Ave., New York. 


Mark VII display package. 


ASK YOUR WHOLESALER 
TO SHOW YOU OUR 
COMPLETE LINE. 


“Orbit” men’s set features cuff links with 
three bands of gold on an oval frame, match- 
ing tie clip. $5.95 FTI. From Flex-Let Corp., 
580 Fifth Ave., New York. 








j presents eeeeeoece 
tne 
RELIGIOUS 
MEDALS 


CHAINED AND BOXED 

available in 10K & 14K 

yellow gold or yellow & 

white. Ask your wholesaler 

to show you the complete w | — i ee” 

B & B line of the finest , — ~~ eine 

in jewelry. “Crown,” eight-day desk and travel alarm, 

“WRITE FOR COMPLETE INFORMATION has cut-away tep which allows telling of time 

| when case is closed. Luminous hands and 

hour dots. $24.50 retail. From Semca Clock 
Co., 30 Irving Place, New York. 








~~ F 3311-$10.00 
1354-$32.00K. | “ 


= WILLIAM & SIDM 
4 o* , ’ > 
: Bet ce, eee ae 
$02—611.00K. Pe Pils, 
Importer 


manufactur From Swank, Inc.’s new line of gift items, 


“Members of the Bar” decanters come in six 
“characters”: rye, vodka, bourbon, wine, 
scotch and brandy. $3.95 each. 
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YOU'RE THE FIRST TO PROFIT WITH THE... 


FIRST TIMEX 
EXTRAVAGANZA 


OF THE SEASON! 


THE FRANK SINATRA-TIMEX SHOW 


with Special Guest Star DEAN MARTIN 
OCT. 19th - ABC-TV *« 9:30-10:S30 P.M. N.Y.T. 


John Cameron Swayze 
will bring you the latest 
news about Timex 
Watches as well as the 
famous live torture-test 
demonstrations! 


Imagine the audience 
this unprecedented 
show will draw and you 
can imagine the Timex 
Watches you'll sell. 


ONE MORE REASON WHY MORE PEOPLE BUY TIMEX THAN ANY OTHER WATCH IN THE WORLD. 
375 PARK AVENUE, NEW YORK 22,N.Y. © 1300 JANE STREET, TORONTO 15, CANADA 
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Desti nective re reations 
in ine 


14 Kt. and 18 Kt. Gold 
Pewelry 


f 


Clips, Ear Clips 


Bracelets, Charms 


“Schuler” Patent 
Ear Clip Backs 


rel | Parts. | 

Prelormed Parts. Ine. 
ASSOCIATED WITH GEO. SCHULER & CO., INC 
920 Bedtord Road. Pleasantville. N.Y. 


SALES OFFICE: 515 MADISON AVE., NEW YORK 22, N. Y. 























CASH for Your 





Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 


The First National Bank of Memphis 


Julius Goodman 


& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 














They’re New... . 


“Pivoine d’argent,” newest Primavera Cre- 
ations design, features sterling peony buds on 
a textured leaf. Pin retails at $14; earrings 
at $9. From Danecraft, Inc., 25 Bucklin St., 
Providence, R. I. 


From Gruen Guild’s new series of gold and 
diamond Royal Gem originals, “Flair” has 
14K white gold bracelet and case, 16 diamonds 
in case, 17 jewel movement. $350 FTI. 


“Enchanted Garden” is new pattern in 
Oneida “Premier” melamine dinnerware. Six- 
teen-piece starter set for four retails at 
$19.95. From Oneida Silversmiths, Oneida, 
N. Y. 
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LETTERS... 


Brides’ Own Room 


To the Editors: 

You will be pleased to know that the 
response to your article about our 
“Brides’ Own Room” in the July issue 
has been very heavy. 

We have been getting requests for 
the “Guides to the Bride” packet illus- 
trated in the article from all over the 
United States. As this packet is given 
only to brides when they come into the 
store, we are not prepared to honor the 
many requests we have received. How- 
ever, Mr. Kind has consented to mail 
the “Guides to the Bride” packet to all 
those jewelers who will send us $2, 
which would cover the cost of all the 
items in the packet plus our mailing 
charges. 

We are indeed flattered and pleased 
with the unusual number of inquiries. 

MARJORY MORROW 

Bridal Consultant 

S. Kind & Son 
Philadelphia 


Repair Department 


To the Editors: 

I was extremely pleased with “How 
to Make More Profits from Your Re- 
pair Department” [July, starting a 
nine-part series]. It helped me analyze 
my own business... . 

It is facts and figures in articles like 
this that give jewelers information to 
review their own businesses in various 
aspects, whether it be in promotions 
in weak categories or, in my own case, 
an entirely new location where my abil- 
ities and training are worth more. 

You can be assured that there are 
many other jewelers who feel as I do; 
you have done a fine and commendable 
job. 

JOHN SAMUELIAN 
Philadelphia 


Diamond Appraisals 


To the Editors: 

In the past 30 days I have lost five 
diamond sales to a peddler, who works 
in a factory. He has a large diamond 
mounting made of aluminum, set with 
a glass stone as large as a teacup, at 
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SHOWCASE 
THAT SELLS... SELLS... SELLS... 


+ 


THE LINDLEY BOX! Displaying merchandise 
makes the contents more attractive. Carried home 
ward, it verifies quality. In the homes of your custon 

ers, it’s a constant reminder of your place of business 
... your merchandise... your service! And there are 
Lindley folding boxes for your needs available 


mm 0160)8) 749 


“THE LINDLEY MAN”’ 
He offers you the benefits of more than 1000 years 
of packaging experience...and the finest folding 
boxes in the world. Boxes famed for attractivens 
quality, dependability and service boxes creat 
and produced to help turn every customer 
Steady customer 


ee Contact “The Lindley Man’ ...a card or a wire 


V2 4 will start you-on the way to better packaging 
Sa 


LINDLEY 


7] BOX AND PAPER DIVISION 


Marion, indiana 


FEDERAL PAPER BOARD COMPANY, IN 





THE TAPERING FORM_of MOTIO 


—_—_—. 


NORDT TAPERED BLANKS 


Precious solid gold matches the swift Talel elon. in which the new 
world glides by. Dramatic tapering beauty is handcrafted into 
finger folding comfort by craftsmen who take pride in meeting 


NORDT'S high standard of excellence 


NORDT'S tapered seamless wedding ring blanks in ductile karat 
gold, in all sizes, colors and two-tone combinations are a ‘‘natu- 
ral’ for engraving and finishing 

The designs below represent a basic advance in wedding ring 
styling. While maintaining the time-honored tradition of the 


unbroken circle, the concave form protects the engraving and 


keeps the rings at showcase brilliance. Write for details 


: | 


JOHN C CO. INC. 
Established 1872 Tateltr stale! @ Alllelel- 
CEnter 9:1872 CederGrove,N.J. 





SIS eS 
z 


This book is yours—FREE 


at .. Builds Copper-Plate Engraving Sales! 


© ANNOUNCEMENTS @ INVITATIONS 
, @ INFORMAL NOTES @ CALLING CARDS 
: , Kay-Dek engraving is respected everywhere 
; for its fine quality, its foithfulness to an 
oncient art. Yet, its cost is nominal. 
The 15th Revised Edition of Kay-Dek’s 
Catalog of samples will quickly convince 
your customers. Send for your copy. 


Write today on cae KAY-DEK CEngraung Ca. ’” Fre. 


letterhead for Catalog 


ond information on Dept. J 
ent imate a p Richmond Hill 19, New York 

















FANCY-COLORED — o 


Through 
ATOMIC IRRADIATIONS 


Your Off-Colored Stones can now be made into 
Fancy Hues, such as: Green, Yellow, Canary, 


Gold, Blue, Blue-green, Red-brown, Black 


ABSOLUTELY SAFE—BEAUTIFUL RESULTS 


20 Years of Successful Irradiations for the Trade 
is Your Guarantee of Satisfaction and Reliability 


GEM IRRADIATION LABORATORIES 
bithine —  tetohKuN. 


Circle 7-441! 











LETTERS (concluded) 


his desk. This is nothing else but a 
trademark to let his fellow-workers 
know that he sells diamonds. 

This person approached me to ap- 
praise diamonds and size rings for his 
customers. In conversation with him, 
I asked about the excise tax and he re- 
plied: “I don’t use forms or anything: 
I just go down and pay so much a 
month.” Needless to say, I practically 
threw him out the door. 

If we appraise stones at our cost, to 
underprice the peddler, we are expos- 
ing our margin—and we couldn’t sell 
at that price if the customer changed 
his mind to buy it from us. And if we 
appraise at retail we are higher than 
the peddler, thereby making a sale for 
him. So, either way, we are on the spot. 

My solution is this: On a nation-wide 
basis, make a counter-card with space 
to insert your membership card in the 
Gemological Institute of America, the 
retail jewelers’ association or any other 
organization to which you belong and 
which attests your knowledge of dia- 
monds and your ability to appraise their 
value. Clearly state that you do ap- 
praise diamonds and that the nation- 
wide appraisal fee is a minimum of $10. 

Now, if you appraise the peddler’s 
stone, you have a 1 per cent chance of 
drawing the sale from him. But very 
few people will pay the $10. There- 
fore, you have opportunity for a full 
talk about your knowledge of diamonds 
and the standards of your business, 
without evaluating the peddler’s stone. 
This gives you a 50 per cent chance at 
the sale. 

Of course, if a regular customer has 
inherited a ring and wants it appraised, 
the fee can be forgotten and the ser- 
vice rendered to make the customer 
happy. 

In conversation with the peddler’s 
customer, you can find who the peddler 
is. I believe any jeweler is justified 
to phone the Internal Revenue and 
have his tax situation checked. And l 
believe that when the peddler’s cus- 
tomers know the truth and the whole 
story on diamonds, they will be so skep- 
tical of peddlers that we can harvest 
many sales we are now losing. 

W. M. WELLS 


Indianapolis Vonray Jeweler 
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It’s good business to give them 


SOMETHING 
SPECIAL TO 
RENMNENMBER 


T houghtfully you place their wedding 
ring in a beautiful Dennison case. From this day 
on you share in the memory of a cherished moment. 


It’s a day to remember and a way to more sales for you 
in the future. 


Every valued gift merits such a sentimental setting by 
Dennison. There’s a Dennison-designed package to provide a 
rich background of velvet or satin for jewelry of all kinds. 
All come in individual white packers. 


Ask your wholesaler to show you the complete Dennison line to create more follow-up business. 


€ 
"NNW Helping you compete more effectively 


JEWELERS’ DIVISION + MARLBORO, MASSACHUSETTS 
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=-THE BIGGEST 
IN THE HISTORY OF 


Reaching over 20 million hand-picked prime prospects! Those who will appreciate the 
quality of SETH THOMAS...who have been PRE-SOLD all year long through TV 
EXPOSURE on such top-rated programs as TOP DOLLAR, CONCENTRATION, 


IT COULD BE YOU, QUEEN FOR A DAY, THE BIG PAYOFF. 














HERE'S YOUR SETH THOMAS SHOP 


Give yourself, or someone extra special, a wonderful Christmas present. Select a distinctive Seth Thomas clock .. . and select it in the 


‘ comfort of your own home. Then buy it at your favorite Jewelry or Department store. Shown: 1. Hombeurid 2494" high, $57.50. 
“2. Legacy, Wesuminster Chime, 1434” high, $125.00. 3, Whitehall, 8-day Alarm, 6” ee $29.95. 4. Travadate, 30-hour Alarm, 234” 
wide, $12.95. 5. Seasprite, 8-day, 6” high, $85.00. 6. Chantilly, 8-day, 15” wide, $39.95. 7. Accent, Electric, 10” wide, $19.95. 8. Cane- 


' 
’ 


PLAN NOW! ORDER NOW! (CLOCKS SHOWN ABOVE AND MORE) GET 
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FROM: SETH THOMAS 
CHRISTMAS PROMOTION 
FINE CLOCKS! 












Two-page spread below, timed to 
appear in the November issues of 


HOUSE AND GARDEN 


DISPLAY MATERIAL is now available to show the HOUSE BEAUTIFUL 
newest decorative wall and travel clocks. Plan to tie in LIVING FOR YOUNG 
now! Call your Seth Thomas wholesaler or write Seth HOMEMAKERS 
Thomas, Thomaston 2, Conn., for complete details. BRIDE AND HOME 

and in the December issue of 


CORONET 










-AT-HOME CHRISTMAS GIE T 


wood, Electric Alarm, 6” wide, $14.95. 9. Shasta, ony. 1854” we $39.95. 10. eet: 30-hour Alarm : 


hour and half-hour strike, 154%4” high, $59.50. 12. Cathay, Electric Alarm, 536” wide, $10.95. 13. I 
8%” wide, solid brass, $79.50. . 14. Starfire, wlerteic, 17” wide, $29. 93. Prices do not include 10% Feral Ta 


plete line, write Seth Thomas, Thomaston 1, Connecticut. A Division of General Time 


SET FOR THE MERRIEST, MONEY-MAKING-EST HOLIDAY YET! 
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9% = 10% in. 
HAPPY DAYS AT SCHOOL 








Baby Albums * Wedding Albums ° 
Teenage Books * Musical Albums 

* Photo Albums + Guest Books « 
Jeweled Albums * Anniversary Books 


* School Memory Albums 


4 ee _ j 9% x11 in. 
SNAPSHOT ASSORTMENT PICTURES, SCRAPS "N TREASURES 


172 Clave le 


| FINE 


NORWALK, CONNECTICUT 





ALBUMS SINCE 1872 


N.Y. Showroom: 225 Fifth Ave. 
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SALES! 


Men's 
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737 (C) Y Jeweler’s Cost $5.85 Consumer Price $12.95 F.1.1. 
2579 (C) Jeweler’s Cost $3.90 Consumer Price $ 7.95 | 
(Stainless Steel) SALES GROW WHERE QUALITY GLOWS 


738 (C) Y....... Jeweler’s Cost $5.40 Consumer Price $11.95 F.r.1. 
2580 (C) ....... Jeweler’s Cost $3.45 Consumer Price $ 6.95 
(Stainless Steel) 


NEW! AND BOLDER THAN EVER — for bigger selling than ever! Daring, 
dramatic men’s watchbands with mesh accents draw more attention... win 
more sales! See how Gemex gives your customers the fullest measure of 
workmanship, comfort, and value... to give you an unbeatable sales story! 


ORDER FROM YOUR WHOLESALER TODAY 


ne SE VIE Aine 


UNION, NEW JERSEY 
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Mido again introduces a major 
advance in the waterproof watch.. 


A revolutionary one-piece case with no distorting pressure 
on the crystal. Slim and elegant. Foolproof in servicing! 


“‘Waterproof”’ is a feature that comes as naturally toa 
Mido as it does to a marlin. For over 30 years, jewelers 
have looked to Mido as the great authority on the self- 
winding, waterproof watch. Now, the problem was to 
create a slimmer case but without sacrfficing any of 
Mido’s famous “worry-free” features. In this spirit, the 
“Ocean Star’’ one-piece case* was developed. 

It is a great engineering achievement. A case so per- 
fectly sealed, so airtight, it is not only fully waterprooft, 
but condensation proof, as well—even with the stem 
pulled out! Other cases may look like it. But there the 
resemblance ends. The points of “Ocean Star’ technical 
superiority are many: 


1. The solid, one-piece crown need never be removed from 
the case, even to release the movement. 


2. Because of Mido’s unique tension-ring design, no dis- 
torting pressure is applied to the crystal itself. 


3. This makes possible the flat, hard, perfectly trans- 
parent Mido Permafit crystal, unbreakable and highly 
resistant to temperature and climatic change. 


4. The crystal and the movement can be removed in less 
than 10 seconds—and reassembled just as quickly. 


5. No matter how many times the watch 1s opened and 
closed, it will not lose its waterproof qualities. Servicing 
is foolproof. 


The new “Ocean Star’’ series is in the Mido line now 
and will be nationally advertised this Fall. Note its 
handsome dial, recessed crown and slim, trim look. 
Only a limited quantity will be available this season. 
And how they’ll sell! We urge you to get your order 
in now! 


MIDO WATCH COMPANY OF AMERICA, INC., 580 Fifth Avenue, 
New York 36, N. Y.+ In Canada: 699 St. Maurice Street, Montreal 


*Patent applied for. tAs long as case, crystal and crown remain intact. 


An open and shut case...in just 10 seconds ! 


i Sule Big 
: } 
., , 


v., 
. ——— 
’ 





1 Place the special “Ocean Star” ® Crystal lifts right out. No dis- 
wrench over the Permafit crystal. torting pressure is applied to 
Wrench automatically locks in crystal itself. No danger of 
correct position. damage or changing shape. 


with Powerwind 


the watch you never have to wind 





3 Invert case and movement comes 4 To replace crystal, reverse steps. 
right out. Note that the one- Exclusive tension ring holds cry- 
piece crown remains attached to stal so snugly that watch is water- 
case, need never be removed. proof and condensation proof, 


“Ocean Star’’ in stainless steel; 18K gold markers $110. 
Same in Midoluxe $125. In 14K gold $275. 
Prices are retail, including Federal Taz. 


















& 
| 
' 
. 
; « 
i 
’ 
; e 
x 
. 
, 
. 
, 
i 
r 








—as advertised to millions in national magazines... 


SHEAFFER'S ‘$/ 


ALL-NEW Shupsert- CARTRIDGE FOUNTAIN PEN and MATCHING PENCIL only 
LIFE 


RETAIL 


@ Featured in big color pages in leading national magazines! 


GIFT-BOXED 


LIFE, SATURDAY EVENING POST, READER’S DIGEST, SPORT 
e@ Featured in America’s leading supplements! 


selected independent supplements 


N 


@ Featured in youth market magazines! 


\ 


\\ 


FAMILY WEEKLY, THIS WEEK, PARADE, FIRST 3 MARKETS, 


\\ 


all keyed to the holiday shopper. 


BOY’S LIFE, AMERICAN GIRL, SCHOLASTIC ROTO, SENIOR SCHOLASTIC, 
JUNIOR SCHOLASTIC, YOUNG CATHOLIC MESSENGER 
@ Featured in traffic-stopping point-of-sale displays, and in sales-building ad mats! 


Counter cards, window banners, window posters, counter displays plus ad mats... 


the selling boost the entire Sheaffer line will get from the greatest TV spectacular of the Christmas 
season. The Show: “GIVE MY REGARDS TO BROADWAY!” The Star: JIMMY DURANTE sup- 
60 


ported by an all-star cast! Watch for it DECEMBER 6th on the NBC TELEVISION NETWORK. 
CASH IN ON THIS BRIGHTEST PROFIT DEAL OF THE YEAR! SHEAFFER'S 


Sponsored only by SHEAFFER’S! An estimated 45,000,000 viewers will see this show! 


W. A. SHEAFFER PEN COMPANY, FORT MADISON, IOWA 


©1959, W.A.S.P.CO. « SHEAFFER PENS...MAICO HEARING AlDS 
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BEAUTY...QUALITY... 
and PROFITS 


Toshiba...the Most 
Complete Transistor Radio 
Line Puts You Out In 
Front of All Competition! 


8 ALL NEW MODELS 
STYLED FOR EVERY TASTE, 
PRICED FOR EVERY BUDGET 


Now for the first time, you can feature 

a line of transistor radios that bears a 

trademark that has won international 

Se acclaim. The experience of over 80 

years in finest precision engineering is 

MODEL 8 TM-294: WORLD’S MOST BEAUTIFUL, your assurance that you are offering 


your customers the ultimate in superior 


POWERFUL 8S TRANSISTOR WOR TAGS RADIO performance! 


Striking beauty ... unparalleled performance . . . omazing low Feature and Promote Toshiba Transistor 
price with full profit mark-up! Uses 4 inexpensive, longer lasting List Radios . . . the line thot offers a full- 
Penlite batteries. Big 2%" speaker, special phone input jack profit mark-up on all models! 

and plug, byilt-in ferrite antenna. Magnificently styled case in a i ron he — 

Grey with Bive, delicately trimmed with dulled gold grille. phone ond Génvine 

Size—3'%2" h. x 6%" w. x Pe" d. Gift boxed. Leather Carrying Case. 


WORLD FAMOUS 


QUALITY TRANSISTOR RADIOS 


THERE’S A QUALITY TOSHIBA TRANSISTOR 
NATIONALLY 


RADIO FOR EVERY BUYING DEMAND 
World's Finest Shirt-Pocket ADVERTISED 


6-Transistor Portable Radio 
That Uses Penlite Batteries! 


MODEL 6TP-314: SHIRT POCKET SIZE 
6-TRANSISTOR PORTABLE RADIO 





9% MODEL 37?-315: 3 MODEL STR-193: ALL MODEL 6TP-304: & ; # Toshi 
TRANSISTOR RADIO TRANSISTOR RADIO | TRANSISTOR RADIO The all new 1959 line of Toshiba 
List transistor radios will be pre-sold 
to millions of American families 
Complete with Penlite with one of the most intense 
Betteries and extra fine . - ~ 
national advertising programs. 


genuine cowhide cose 


A miniature marvel in engineering! Specially 
designed chassis delivers unparalleled per- 
formance while operating on 3low cost... 
longer lasting Penlite batteries. High ratio 
tuning. built-in ferrite antenna, ear- 
shone jack. In ettegetive White, Guoen os Coca. MODEL 8TM-300S: 8 TRANSISTOR MODEL GTR-92-GLOBE MODEL GTP-309: 6 
Only 4%" high. 2%” wide, 1-3/16" deep. AM- SHORT WAVE RADIO TRANSISTOR RADIO TRANSISTOR RADIO 
Attractive] ift boxed. . . . 
cays ti Maa fuser California Branches (Sales & Service) 


Caiver Co., 6017 West Venice Bivd., Les Angeles 34, Calif. Naie ..ast, 301 South Reeves Drise, Los Anzeles, Calf. 


Exclusive U.S. Representative for Tashiba Transistor Roctios 


TRANSISTOR WORLD CORPORATION 52 Broadway, New York 4, New York 
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this 


SHOPPERS 
INTO CUSTOMERS 


The Whiting & Davis tag proves they're 
getting the real thing, genuine Whiting 
& Davis bags and Mesh-Mates® and 
genuine Whiting & Davis jewelry... 
beautiful in design, beautiful in work- 
manship and beautiful in quality of 


materials ...so that every piece you 


sell helps sell you. 


WHITING & DAVIS COMPANY, INC. 


Plainville . . . . Massachusetts 


HAND IN HAND WITH FASHION 
SINCE 1876 
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Jeweler’s Eye View of a 


WATERPROOF 
Waterproof- Watch 








os 


WYLER’S UNIQUE WATERPROOF CASE DESIGN PREVENTS CRYSTAL SHRINKAGE 


~~ ~~ <i 





ORDINARY 


A, Plastic crystal is compressed and set into case. Crystal A, Wyler crystal is fitted over metal wall of the case. Crystal 
shrinkage reduces compression in very short time—allowing cannot shrink and in fact will tighten with time, affording longer 
dangerous leakage. lasting waterproof protection. 


B. Screw back vulnerable to leakage. B. One piece back has no openings. Leakage here impossible. 


wall 


It takes an exclusive production technique, able lifetime waterproof guarantee, made pos- 
perfected during Wyler’s thirty-five years of sible by the unique case construction; the 
experience, to engineer this superb case. Here exclusive Incaflex balance wheel, with its life- 
is another example of the extra quality, the time guarantee against shock; the dependable 
extra performance, that has been built into performance of the quality movement. And 
every Wyler case and every movement. best of all, you will find that once a Wyler 

Thousands of Wyler incafiex Gaiance Wheel flexible spokes give with sheck- Incaflex watch has 


Guaranteed for Life 


franchised dealers find been sold, it stays sold 
it easy to sell Wylers —and brings you new 


because of the renew- | customers. 


All of these Wyler waterproof watches are made with W yler’s unique case. 
e Waterproof* hand winds with Wyler case............cccccccccceeeeseeees $29.95 up 
e Waterproof’ Dynawinds with Wyler case.............ccccccccccceeeeeees $49.95 up 
e Waterproof* Superior 25 Jewel Dynawinds with Wyler case....$87.50 up 


*GUARANTEEDO AS LONG AS CRYSTAL iS INTACT, GENUINE WYLER PARTS USED 


Wyler 


incafle x 
SOLD THROUGH JEWELERS—AND ONLY THROUGH JEWELERS, WYLER WATCH CORPORATION, 131 EAST 23 ST., NEW YORK 10 
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NEW GENERAL ELECTRIC 
ALL-TRANSISTOR CLOCK-RADIO 


N 


$5995" 


ideal gift! All-transistor so it 
plays anywhere...at home or 
away. 6 transistors plus a crystal diode 
for excellent, long-range reception. 
Weighs just 39 ounces, including batter- 
ies...fits easily into a suitcase. Auto- 
matic wake-up to music or tone alarm. 
Muted slumber switch turns radio off 
quietly at pre-set time within a 60-min- 


A* 


ute period. Dependable electric clock 
with luminous hands and sweep second 
hand. High-impact plastic in ebony with 
white and golden trim...unbreakable in 
normal use. Radio plays on 3 pen-light 
cells...clock runs a year on an ordinary 
size flashlight battery. Earphone jack. 
Top-grain leather travel case and ear- 
phone available as accessories. $59.95* 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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*Manufacturer’s suggested retail 
price. Slightly higher West and 
South. Batteries and accessories 
extra. 90-day warranty on parts 
and labor, one-year on cabinet. 
General Electric Co., Radio Re- 
ceiver Dept., Bridgeport 2, Conn. 





All hands point to 






































Perfect time 


for a PALLADIUM watch 


The story of all-precious palladium, 
dramatically illustrated with handsome 
Lucien Piccard watches, will reach your 
customers this fall just when they are 
thinking about those “special gifts”. You 
and your customers will see the adver- 
tisement on the left in these 4 leading, 
style-setting magazines: 


HARPER’S 


BAZAAR 


Mademoiselle 
CHAR ii 


HOLIDAY 


sont es In : 
Lucien Piccard watch Leading watchmakers and jewelry manu- 


gleaming white palladium...newest facturers like Lucien Piccard, use more 


, owel metals and more palladium every year because 
of the precious as ry this gleaming white, all-precious metal 


Let a watch of lasting beauty whisper fe mena actos. Untalingy secre combines unusual beauty with protective 
I 


o«cTy. ¢ 
the things you feel in your heart. acien Piccard watch is fally automat strength. Be sure you are well stocked 
. 4 : . on $ ] >* 
esigns like and waterproof rie ; 
Sn a ee aeal 2. Ultrathin palladiom wen card with palladium watches by Lucien 
f e owned watch- wy special gift. Fine Lucien 
these, created by aren Cee TT ieee _, unique Pj d 
, i i ladium qecqnned eer A wren, 9195* 
maker, Lucien Piccard, in or 1 blac Leet a en bracelet- icCar 
the new all-precious jewelry metal. + This. Prec a feminine wrist with 
° : 4 paareg ent Lucien Pice 
te jeweler s veauty. M ignificent 
them at our favor! noverme $275* 
™ i ‘ for the name of a ‘ s diamond-set palladium watch 
tao apatites 4 til jesigned in the newest po 
. daaimmtt y ¢ . S a mo 
nearby store featuring palladium curate Lucien Piccard Sw! 


$110* *approximate retail price 


te nea ...@ precious metal 
jewelry. 


Palladium a precious metal of the platinum group of [ he pla tinum group 


York 5, N.Y. 
+ The International Nickel Company, inc. « 67 Wall Street, New Yor PLATINUM METALS DIVISION 
THE INTERNATIONAL NICKEL COMPANY, INC. 
67 WALL STREET, NEW YORK 5, N. Y. 























new palladium watch 


Piatinum Metals Division 
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Now... the first and only Windproof Gas Lighter! 


A-new RONSON 
Varaflame WINDUTE — 


nas 





What is the 
Varaflame 
Windlite ’ 


@ It’s the first and only 
windproof lighter that runs on 
Butane Gas! 


@ The flame adjusts instantly 
with finger-tip control to any 
height desired for cigarettes, 
cigars or pipes. 

@ It fuels in seconds from the 
regular Butron Multi-F ill. 





@® Its advanced windshield 
design assures maximum 
windproof performance. 





@ [t's precision engineered, 





smartly styled. 


GET YOU R 0 R DER IN EARLY. Insure adequate stocks of this all-new Ronson Varaflame 


Windlite. Extensive introductory national advertising 
will create heavy demand. 


maker of the world’s greatest lighters and electric shavers 
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EXCITING NEW 
MERCHANDISER (VW-3) 


FOR RONSON 


Varaflame WINDLITE! 


The VW-3 is a compact, sturdy (wood and 
brass) display in rich black, Day-glo red, 
gold and white. The 3-dimensional display 
shows a realistic vacuum-formed lighter 
being fueled. Also, a Varaflame Windlite 
in its see-through gift package is displayed 
in a unique pilfer-proof friction lock. 


ORDER YOUR RONSON VW-3 ASSORTMENT TODAY! 


Suggested Retail 
1 #67001 Bright & Engraved Design 


9 « 2#67002 Satin & Bright & Engraved Design.... 
Here’s what you get: 3 #99053 Butron Multi-Fills @ .75 


Total Retail Value 
Plus FREE VW-3 Display 














Your Cost at national average 
selling price 


Why the /Zzraflame Windlite will sell! 


@ It’s an excitingly NEW lighter and it runs @ Heavily supported with one of the largest 
on gas! advertising campaigns ever placed behind a 
@ Its many popular features will appeal to new Ronson lighter. Full color, full page ads 
every smoker. will appear in LIFE, LOOK, SATURDAY 


@ Popular Price! EVENING POST, SPORTS ILLUSTRATED, 


@ Handsomely gift-packaged in plastic pres- ESQUIRE and NEW YORKER. 
entation box. ; 
@ New Window-Counter Display unit to PLUS = Added and repeat sales of Ronson 


further stimulate sales. Butron Multi-Fills. 


Ronson Corp., Woodbridge, N. J.; Toronto, Ont.; London, Eng. 
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Longines Times ‘aE S Rreat 
International Sports Events 


SOVIET-AMERICAN 
TRACK MEET 


U.S.S.R. vs. U.S.A. 


PHILADELPHIA, JULY 18-19, 1959 


With international implication of 
concern even to the State De- 
partment, no less than eight im- 
portant sports officials invited 
Longines to time the sensational 
Dual Track Meet between the 
best two American and best two 
Soviet athletes. 15 certified 
Longines Olympic Timers 
clocked the two-day program. The 
Longines Cine-Timer, manned by 
a crew of four technicians, was 
also provided for judging pos- 
sible photo-finishes, A perfect 
timing result was achieved, 


PAN AMERICAN 
GAMES 


CHICAGO 
AUGUST 27-SEPTEMBER 7, 1959 


The choice of Longines as ex- 
clusive official watch for the Pan 
American Games, greatest ath- 
letic event ever held in the 
United States, was based on the 
long experience of officials with 
the reliability of Longines sports 
timing watches and other 
Longines timing services. The 
timing of the Pan American 
Games will set a new standard in 
timing Olympic events. To this 
end, $150,000 of Longines timing 
instruments and a large Longines 
technical crew will be employed. 


"WORLD 
CHAMPIONSHIPS 


OF THE MODERN 


PENTATHLON GAMES 


HERSHEY, PA., SEPTEMBER 26-30, 1959 


The request that Longines as- 
sume responsibility for timing 
this 5-day military competition 
was based on the long experi- 
ence of Longines in timing inter- 
national sports. This World 
Championships of the Modern 
Pentathlon Games will be con- 
tested by military personnel from 
16 countries, including the 
U.S.A., U.S.S.R., Great Britain, 
Finland, Hungary, Italy, Sweden, 
Tunisia, Switzerland, West 
Germany, Argentina, Mexico, 
Brazil, Chile and others. 


AND IN FEBRUARY, 1960—THE OLYMPIC WINTER GAMES — CALIFORNIA 


LONGINES 
THE MOST HONORED WATCH 
IN THE WORLD OF SPORT 





Sold by 


Authorized Longines -Wittnauer Jewelers 





JEWELERS' CIRCULAR-KEYSTONE 








SEPTEMBER 1959 














| Prat FOR THE AD MILL: You gotta 
keep smiling—regardless—in the 
jewelry business. If you get a slap on 
the face, just turn it into a pat on the 
head. ... 

For instance, when thieves smashed 
a window at Lockard Jewelry and 
swiped a handful of diamond rings, 
the Illinois retailer bobbed up the 
very next day with this newspaper ad: 
“*Us Burglars All Prefer Lockard 
Quality—-SO WILL YOU—but we 
recommend the hours from 9 a.m. to 
5 p.m. . SO we can service you 
personally. . . .” 


| D premes ACCOMPLISHED: Remember 
when newspapers carried notices 
that Mrs. Mamie Eisenhower wanted 
more dishes from former U. S. Presi- 
dents? That she hoped anyone with 
such in their possession would get in 
touch with her? 

Appears she’s had some _ success. 
Thanks to a gift from Mrs. Margaret 
Johnson Patterson Bartlett of Green- 
ville, Tenn.—descendent of President 
Andrew Johnson—the White House 
collection now includes samples of 
dinnerware from each of our 34 Chief 
Executives. 

Not that you could cut much of a 
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SPEAKING OF THE JEWELRY TRADE 


swath with a table set a la Johnson. 
What Mrs. Margaret Johnson Patter- 
son Bartlett contributed was one serv- 
ing plate, two saucers, one sugar bowl, 


one glass salt dish, one water goblet 
and half a dozen spoons. Maybe that’s 
all Lincoln’s harried successor had left 
after Congress got done putting him 
through the wringer. 


— SINISTER: The USSR is 
boasting that by °65 the Soviets 
will be producing 35 million jeweled- 
lever watches a year. (They make no 


pin-levers.) And that by °72, their 
watch output will increase to 200 mil- 
lion a year. Most of these watches, 
they state, are for export. 

That’s a heck of a lot of watches— 
if you can believe the boast. The 
Watchmaker, Jeweller and_ Silver- 
smith (JC-K’s London counterpart) 
wonders who’s going to buy them all 
and worries because Great Britain has 


opened its doors to Russian time- 
pieces as of July 1. Seems that 
watches are included in the 2 million 
pounds of consumer goods which 
Britain has agreed to import from 
USSR. 

This would be fine—despite sub- 
standard styling, Russian watches give 
high quality performance—if Russia 
would accept an equal number of 
British watches for Muscovite markets. 
Negotiations along those lines, so far, 
have led to a lot of Soviet double-talk. 

There’s serious worry that the Rus- 
sians will ship their watches to the 
Isles at “dumping prices”; but, even 
more sinister is the Soviet’s bland 
statement, published in Pravda that 
“the training of watch technicians and 
operatives and the build-up of watch 
production lines are planned because 
the equipment and skills involved in 
watchmaking can easily be shifted to 
micro-precision instruments at any 
moment this may be needed.” 

In the pre-war years, Hitler dumped 
clocks on the British market-—killing 
the clockmaking industry there. Which 
is why that country had to defend 
itself during the blitz with anti-air- 
craft shells devoid of fuses: 

The situation is one for John Bull 
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| PARIS-DESIGNED 
ANIEL Paris Creations! Exqui- COORDINATES 


sitely couture-styled in the softest, 
most luxurious leathers. Orna- 

mented with imported genuine 24 kt. gold 

plated French filigree (as illustrated) or 

made with plaques of imported French 

hand beading. Some numbers studded by GC 4 

with handset semi-precious stones. Fili- 

gree Series comprising Paris Purse, 

Clutch, Billfold, Cigarette Case and Eye- 

glass Case comes in matching Red, Light 

Blue, Black and Antique White. 


AMERICA’S MOST PREFERRED 
LINE OF HIGH FASHION 
PARIS PURSES, CLUTCHES 

& 
to retail 
from $3.95 to $20.00 














~ a ay 
VC CC555 
Retail $3.95 


Daniél Creations make 

Ideal Gifts for 

weddings + anniversaries 6,59 
birthdays « graduations 7 39° 
and all other sentimental occasions. ret 


INDIVIDUALLY GIFT BOXED AS 
AN AUTHENTIC MEMENTO FROM PARIS 


© ROME 


PUERTO RI NEW YORK SHOWROOM: 10 W. 33rd ST., ROOM 1102 * PHONE CHickering 4-3337 


HOUSE OF NASH EXE ITIVE OFFICES: 316 BARROW ST. JERSEY CITY 2, N. J: * HEnderson 55-5900 
DIRECT .N. Y. PHONE Digby 9-1230 
NEW RK °° PARI‘ * LONDON 
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to study with care and forethought, 
says M. L. Bateman, vice president of 
the British Watch and Clock Manu- 
facturers Association. 

And that may well apply to Uncle 
Sam, too. 


N™ LOSS LEADER? Mrs. Allen 
Mortimer of A. Mortimer, Jew- 
eler, in Pottsville, Pa., gets a chuckle 
out of some of her nicest customers. 
For instance, just the other day a 
woman brought a watch in for re- 
pairs, noticed the greeting card rack 
and decided to send a card. “Do you 
carry postage stamps?” she asked. 
Mrs. Mortimer said yes. “Then | 
might as well give you that business, 
too,” she declared graciously. “The 
Post Offices make plenty as it is.” 


|| aebatiy ADVERTISING: Do the large 
offices and industries in your 
area maintain “Reading Racks’’—col- 
lections of educational and inspira- 
tional pamphlets for employes to help 
themselves to, free? That’s a good 


spot for some of your diamond book- 
lets. Management probably would 
welcome the contribution since almost 
every one is interested in diamonds. 
. . » Also, you might contact the edi- 
tors of employe magazines and news 
letters about using an article on dia- 
monds. Consolidated Edison used 
such an article recently in its publi- 
cation Areund the System; and ended 
the piece with this bit of advice: 
“Planning for an engagement ring? 
Want to know more about them? 
Many jewelers offer free descriptive 
booklets on diamonds and _ their 
mountings; and these booklets can be 
borrowed from the library.”” Might be 
worth looking into. 


I atoms DELIGHT: Lavish prepara- 
tions are under way for this year’s 
Geneva Watch and Jewelry Show Sept. 
4-27. Models will wear the latest 
styles in gowns as well as watches— 
both top secret until they’re revealed 
at the event. 


A special attraction will be displays 
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"As near as | can make cut, it's five grains slow.” 
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of precious stones—both rough and 
cut—from the world-famous cutting 
and polishing center, Idar-Oberstein in 
West Germany. Also, rare examples 
of antique jewels from Munich and 
Geneva museums and from private 
collectors of Europe are being rounded 
up for the occasion. 

All in all, the watches and jewels 
to be shown this year will be worth 
more than 2 million dollars. Sounds 
like a show worth crossing the ocean 
for. 


po eararenc ADVERTISING: In Cedar 

Rapids, lowa, you can get a sign 
advertising your trade painted on the 
side of a bus. Schaefer’s Jewelry Store 
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ea 
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there did it; and they feel proud to 
see their name, address and the fact 
they’re American Gem Society mem- 
hers (superimposed on a brilliant cut 
diamond) travelling the streets and 
stopping at corners. Buses are rotated 
every 10 days, so each ad gets total 
lus-route exposure. 


Gx GREEN: “Only $10 Down!” 
read a recent jewelry store ad- 
vertisement in a Texas newspaper. 
“Come in and let us explain our re- 
volting payment plan!” (Business is 
sick, sick, sick! ) 


age SALE-ING: Never underestimate 
the power of national advertising, 
advises Henri Grusin of Henri’s Jew- 
elry Co., Littleton, Colo. 

Recently a woman customer asked 
to see some men’s watches. Henri 
brought out two of high quality. 

“I like the looks of this one,” said 
the woraan. “How much is it?” he 
told her it was $125. 

“[’ll take it,” said the woman. 

Henri couldn't believe his ears. “To 
this sort of quick sell, | am not accus- 
tomed,” he explains. And he went 
into his sales pitch anyway—about the 
watch’s accuracy, superior automatic 
features. . . . 

“I know all about that,” the lady 
interrupted. “I see this watch on TV 
being pulled through the water by a 
motor boat!” 

Says Henri: 
silence.” 


“It was time for 





30 Ideas 


to Boost Your 


Mood window sells the idea of jewelry as the finest Christ- 
mas gift. At the Landen-True store, Springfield, Mass., a 
spotlight shines softly on gift wrapped items, emphasizing 
the theme: “Christmas in a Jeweler’s Box.”’ 


Christmas Business 


These are tested suggestions— 
from jewelers who tried them last 


year and found they prove out 


@ FOR HIGH CHRISTMAS VOLUME, start your 
planning early. Successful jewelers throughout 
the country stressed that point when we asked: 
“What worked best for you during Christmas 
75S : xa 

We also received many specific answers—from 
jewelers large, small, cash and credit. Some of 
their sales-producing ideas, may help you, too. 


Merchandising and Promotion 

@ Feature the newest high quality jewelry. 
Wolf’s Jewelers, a Zale store in Topeka, did a 
land-office business last year in diamond pendants 
($39.75 for one-sixth carat to $175 for one-half 
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carat) ; men’s tie tacks (priced $12.75 to $30.75) ; 
diamond watches. 

@ Promote one popular item vigorously—in win- 
dows and newspaper advertising. Mace’s Jewelry 
(Topeka) chose cultured pearls last year—‘“Gen- 
uine cultured pearls, oyster grown” (priced $18.18 
to $350) and reaped a big Christmas harvest in 
sales. Results far outstripped 1957 when the 
store offered similar cultured pearls at similar 
prices—but with no special promotional emphasis. 
@ Never substitute something from inside the 
store when a customer asks about an item in the 
window. “Raid the windows! Show, and sell, the 
identical merchandise that caught the customer’s 
fancy,” urges a wide-awake midwest jeweler. 

@ Talk features—not price. Show from the top, 
down. Don’t judge what a customer can pay from 
the way he’s dressed—or from your own buying 
power. ... That’s the gist of what the manager 
of a large jewelry store on the West Coast tells 
his Christmas sales staff, both regular and tem- 
porary. 

@ “We stayed open three additional nights this 
year—and it really paid off,” says Willis Cowli- 
shaw, manager of Wolf’s in Topeka. “For im- 
pulse buying, you can’t beat evening hours.” 

@ Rehire the same Christmas extras year after 
year—if they’re good help, advises an Eastern 
jeweler. “They know the store—and often, bring 
in their own following.” 


Uncluttered, elegant, this 
Christmas window at the An- 
drus jewelry store, Salinas, 
Calif., displays gifts on black 
wrought iron and brass fixtures. 
Decorations are mainly gold. 
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e@ Plan a newspaper advertising campaign each 
Sunday in December; and feature just one cate- 
gory of merchandise in each sizeable ad. Make 
sure the headline is eye-catching, bespeaks the 
beauty and intimacy of jewelry as a gift. Here 
are some of the headlines used with “selling” 
effect by The House of Holland, San Angelo, 
Tex.: Ad for diamond, star ruby and star sap- 
phire rings: “Twinkle- Twinkle the Stars of 
Christmas... .”; Ad for silver coffee and tea ser- 
vice: “Tea for Two or More—What a Glamorous 
Christmas Gift . . .”; Ad for three-piece sterling 
dresser set: “Mirror-Mirror, the Christmas Gift 
for the Fairest of Them All.” . . . Holland ads 
always carry attractive pictures of the merchan- 
dise being promoted; copy always terminates 
with two statements: “Payments to suit your 
budget” and “Where quality and value have been 
honored tradition for more than 40 years—Hol- 
land Jewelry Co.” 

@ Send out your own catalog—with actual pho- 
tographs of your best Christmas items. Argenzio 
Brothers (Denver) mailed a 10-page multiple 
folder (featuring 60 photographs) six weeks be- 
fore Christmas to 12,000 past customers. They 
feel sure it was an important reason why their 
sales hit an all-time high in December ’58. Said 
the folder’s cover message: “An invitation to 
share with us the excitement, the classic bril- 
(please turn to page 112) 











HOW TO MAKE MORE PROFITS 
FROM YOUR REPAIR DEPART- 
MENT: Part Ill. The public wants 
honest work and you want a fair . = 
return for your craftsmanship. Here f 

is a formula, based on cost of labor LS ul r l Il 4 
and parts, that can practically insure 

better service—and better prices. 








In this article, third in a series, Mr. Scheibel tackles the pricing structure 


in the repair department. He shows how to figure costs and how, with 
honor, to “sell” the work so that income from the repair department will 
be large enough to pay most, or all, of the store’s basic overhead.—The 
Editors. 


@ IF A STORE TAKES IN 30 WATCHES per week for overhauling, and each 
such watch job brings in $7.50, the gross receipts from them that week 
will be $225.00. 

Let us now suppose that this same store increases its price to $10 for 
the same work. On that basis it would have to handle only 22 such jobs 
and still have the same $225 per week income. 

In other words, that store could handle eight less jobs and still do the 
same business in dollars and cents. 

This means that more time could be devoted to each of the 22 jobs, 
assuring a higher quality of work, better-satisfied customers and in- 
creased good will for the store. Needless to say, it would be unreasonable 
to believe that any store would lose as many as 8 jobs out of 30 because 
of this differential in price. If the right kind of selling is done, it is quite 
safe to assume that few, if any, such jobs would be lost to competition. 

The man behind the repair desk must be alert to every selling oppor- 
tunity. Previously cited statistics show that 75 million watches are in 
need of service today. More than one-third of all watch owners admit to 
owning timekeepers at least ten years old. Think of the countless thou- 
sands of such watches in need of new dials, new hands, new attachments, 
complete overhauling, etc! 

When watches are taken in for service of any kind the jeweler should 
make a_ strong effort to sell a dial-refinishing job. Or to sell a new dial 
... With a pair of new-style hands. Millions of people are style conscious 
when it comes to $3,000 automobiles which they cannot take with them 
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Service Charges 


to Produce a Profit 


by William Scheibel 


to the banquet table . .. into the night club... 
or into the living rooms of the friends they visit. 
Yet, they are seldom reminded that styles change 
in watches, too. 

And watches are made to be worn... they are 
worn to adorn ... to enhance one’s appearance. 
Yet, this vitally important sales argument is sel- 
dom used. Why shouldn't that fact be sold to the 
customer ? 


Honor Can’t Be Undersold 


Upgrade the selling you do in your service de- 
partment. Spend a little more time selling better 
service ... at better prices. Forget the fellow 
down the block. Sooner or later he will have to 
eliminate himself or come up to your level with 
his prices, quality of work, kind of service, etc. 

Sell yourself. It’s the one commodity your com- 
petitor does not stock and cannot buy from his 
jobber or wholesaler. It’s the one item on which 
he cannot cut the price. 

When you sell yourself ... your service... 
your prestige . .. you are selling something that 
is yours, exclusively. But be sure to sell it. That’s 
how to make your watch department make more 
money for you. 

All this, however, puts a heavy responsibility 
on every jeweler worthy of the name. He must 
make absolutely certain that every job he under- 
takes is done to the best of his ability. He must 
deliver sincere and honest service; he must use 
genuine replacement parts. He must diagnose the 
“illness” of each watch with scrupulous care and 
truth and, once the correct nature of the work is 
determined, charge for that work only. Unless 
such a policy of fair and square dealing is pur- 
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sued, the confidence of the American public in the 
retail jeweler will not be re-established to its 
old-time level. 

Millions of Americans still remember the sur- 
veys conducted by Reader’s Digest in 1941 and 
the sorry conditions these investigations uncov- 
ered in automobile service stations, radio repair 
shops and watch repair departments. The recent 
surveys and market studies made by the Watch- 
makers of Switzerland show that many still are 
mindful of the unfair and dishonest practices that 
were perpetrated on an unsuspecting public at 
that time. 

No jeweler or watchmaker can afford to jeop- 
ardize the reputation of his craft by doing any- 
thing less than a 100 percent honest job... or 
quoting anything more than a 100 percent honest 
price on any work brought in to him. The future 
of a great industry must not be risked through 
the unethical, greedy desires of any one indi- 
vidual! 


Charges for Work Done 


Most jewelry stores have a standardized list 
of prices for all types of work and watches. Lists 
of such prices have been obtained from different 
sections of the country and for the benefit of JC-K 
readers have been arranged in the chart below. 
These prices have been averaged to give an idea 
of what representative stores are charging for 
the work done most frequently. 

For combination jobs, such as overhaul and 
mainspring; overhaul and balance staff; many 
jewelers add the charge for individual items and 
deduct 15 percent to 20 percent. 

Rolex, Vacheron Constantin, Movado and other 


7§ 








SERVICE CHARGES AT TYPICAL JEWELRY STORES 


Pacific Mid-west 
Coast area 


$7.00-10.00 $8.50 
Balance staff only 4.00-6.00 6.00 4.00-5.00 
Overhaul and staff 9.00-13.00 12.50 8.50-10.50 
Mainspring—regular 4.00 4.50 4.00 
Overhaul and moinspring 9.00-1 1.50 11.00 8.50-10.50 
Lifetime mainspring 4.50 5.50 4.50 
Overhaul and life-time mainspring 9.50-12.00 12.50 9.00-1 1.00 
Setting spring 4.00 4.00 3.50 
Click spring 3.00 3.50 3.00 
Winding crown, standard 2.50 2.50 2.00-2.50 
Crown, water- and dust-proof 3.00 3.50 2.50-3.00 
Winding stem—regular 3.00 3.50 2.50-3.00 
Stem, two piece 3.50 4.00 3.00-3.50 
Stem and crown, regular 4.00 4.50 3.50-4.00 
Stem and crown, waterproof 4.50 5.00 4.00-4.50 
Jewels, Balance or Roller 3.50 4.00 3.00-3.50 
Round glass 1.25 1.50 |.00-1.50 
Fancy, plain glass 2.00 2.50 |.50-2.00 
Non-breakable crystal 2.00 2.50 | .50-2.00 
Water-proof crystal 1.50 2.00 1.50 
Moulded or heavy glass 3.00 3.50 2.50-3.00 
Automatics, overhauling 10.00-12.50 12.00 9.00-1 1.00 
Calendars, overhauling 8.50-12.50 10.00-15.00 8.00-12.50 
15.00-17.50 


New England 
Eastern and 
Southern areas 


$6.50-7.50 


Nature of work 
to be done 


Overhaul—regular watch 





Chronographs, overhauling 20.00 22.50 








high-priced watches are considered separately. 
Some jewelers add from $5 to $10 to regular 
prices for overhauling. Others add up to 100 
percent to the usual service charge. 


Computing Overhaul Price 


Now that we are conversant with average re- 
pair job prices prevailing in various sections of 
the country, it would be good judgment to in- 
vestigate the methods followed in determining 
such prices. After all, it is one thing to establish 
an arbitrary selling price for a product or service 
and an entirely different matter to work it out 
on a basis of cost and overhead so that profits 
may result therefrom. Suppose we start with 
such a study right from scratch. 

From actual time-checks and from reliable in- 
formation supplied by a number of jewelers and 
watchmakers, it takes an average good mechanic 
about 114 hours to overhaul a watch, give or take 
a few minutes either way. On this basis a capable 
watchmaker should be able to overhaul at least 
six movements during an eight-hour day. How- 
ever, that appears to be a minimum since many 
men frequently work on two watches at the same 
time. While the parts of one are in the process 
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of being cleaned, the watchmaker is taking down 
or re-assembling another movement. Hence, many 
jewelers report that an efficient and diligent 
workman can overhaul as many as eight... or 
even nine ... watches in an eight-hour day. 

With all this as a starting point, it becomes 
evident that an industrious watchmaker can pro- 
duce from $45 to $60 worth of work per day 
based upon an average overhaul charge of $7.50 
per watch. No material costs are considered 
since all of the above is assumed to be straight 
overhaul work. 

If a capable man is paid $110 for a 44-hour 
week his pay breaks down to $2.50 per hour or 
$20 for an eight-hour day. Assuming that the 
jeweler must Keystone the cost of this man’s 
wages, just as he Keystones the cost of all other 
merchandise he sells, the result would be a min- 
imum labor selling price of $5 per hour... or 
$40 per day. This, then, is the basis on which 
repair charges must be figured in this particular 
store if the jeweler is to come out right at the 
end of the week. 

Therefore, if it requires about 114 hours to 
overhaul an ordinary watch ... and labor must 
be sold at $5 per hour ...a charge of $7.50 is 
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about the minimum that can be quoted for such 
work. Any price below $7.50 would represent a 
loss to that jeweler, all other present-day over- 
head figures considered. 

In prestige-type stores, with a higher overhead 
because of location and other contributing fac- 
tors, it may be necessary to add up to 150 percent 
to basic labor cost in order to get by. This would 
bring the re-sale price of the watchmaker’s hourly 
pay up to $6.25 and necessitate a $9.50 or $10 
charge for overhauling an ordinary watch. 

Where the watchmaker is paid, let us say, $90 
for a 44-hour week his hourly pay figures down 
to about $2.05. Keystoning that figure, we get 
$4.10 and with that as an index rate a 1% hour 
overhauling job should sell for about $6.50 in 
round numbers. Thus, we have a range of prices 
for overhauling a regular watch that varies from 
$6.50 to $10. 


Figuring Replacement Charge 


On jobs where replacement of parts is involved 
it is necessary, of course, to keep material costs 
in mind. Consider for example, the installation 
of a new permanent or lifetime mainspring .. . 
together with an overhauling job. A spring of 
this kind, for a Bulova watch, costs about 55¢ 
each in quarter dozen lots. Many jewelers report 
that they quadruple their costs of such material, 
which they then add to the labor cost of the job 
involved. They figure approximately 30 minutes 
to handle the mainspring replacement job (al- 
though it actually requires less time). Hence, if 
they pay the watchmaker $110 per week, their 
labor costs would be $2.50. This, plus the $2.20 
for the spring (four times its actual cost) brings 
the total to $4.70... or, once again ... in “round 
numbers” to $4.50. 

Where a combination job is handled (overhaul- 
ing and new mainspring), they add together the 
costs of the two individual jobs and then deduct 
from 15 percent to 20 percent. Thus, where the 
overhauling price is $7.50 and replacement of 
mainspring is $4.50 (total $12) the combination 
price would be either $9.50 or $10 . . . depending 
on which “discount” was used. These are the 
pricing formulas or methods that must be kept 
in mind when establishing repair job prices if 
the department is to be conducted on a profitable 
basis. 


Estimate Sheet Is Useful 


A number of jewelers are emulating the 
methods of automobile service stations when sub- 
mitting a repair price estimate. Every item is 
listed on a printed form so that nothing can be 
overlooked. The charge for each such item or job 
is indicated and the total cost shown at the bot- 
tom of the sheet. If the watch is a diamond-set 
model the number of stones in the case is also 
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filled in. The watchmaker making the estimate 
initials or signs the form so that responsibility 
for the pricing can be traced if ever necessary. 
(See Figure 2.) 

In some establishments this estimate form is 
given to the customer and is retained by him until 
a decision is made to have the work done. There 
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Many jewelers have estimate forms like this, somewhat 
similar to the kind used in auto service stations (Fig. 2). 


are certain negatives to this, however. If such 
an estimate is delivered to the customer who 
“wants to think it over” before deciding, it is 
simple enough for him to shop around and use 
the pricing data as a basis for obtaining another 
quotation elsewhere. However, in most places 
where estimating is done this way it is standard 
practice not to allow the estimate out of the store. 
If the watch is not brought back for service with- 
in one week the estimate form is destroyed. In 
other places it is kept in the file for 30 days and 
then discarded. 

If the job is put into work, the estimate is kept 
in the repair envelope until the watch is finally 
delivered to its owner. Such forms covering dia- 
mond-set watches are retained in a file for six 
months to a year. It is‘ good psychology to check 

(please turn to page 130) 
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“Necklaces are important this year. 
Without one, your clothes won’t 
look new ... Shoulders are broader 
in all new styles. There are shawl 
collars and stand-away necklines 
that just cry for a necklace—to 
avoid an unattractively bare look. 
The popular cardigan necklines (in 
all of the Chanel suits) need a bib- 
type necklace, a long chain or a 
collar to relieve the very severe 
line. Even the new mannish suits 
require a chain necklace to dress 
them up and give them flare.” 


by Jerry Gewirtz 


Want a share in 


“Bracelets go with short sleeves; and sleeves are 
short again—they look better with big pockets, wide 
shoulders. Even when sleeves run to three-quarters 
or seven-eighths lengths, bracelets are right there 
“One huge jeweled pin worn at the end of the cuff. 
alone will show you have “The style is for a group of narrow bangles... 
good style sense, and that no, they don’t have to match. They look better when 
you are up on what’s going each is different. Or, you’ll be just as much in the 
on in fashions.” fashion swim if you wear one large cuff bracelet.” 
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“Your teenager will love this belt 
that can be worn as a necklace. 
It’ll look marvelous on top of those 
bulky sweaters. ... The one you’re 
wearing around your neck has an 
authentic heraldic design on it. 
Teenagers are wild about this 
style. It’s new and different.” 


the Fashion Jewelry bonanza ? 


Then, follow these selling tips 


@ “THEY’RE BUYING as if there’s no tomorrow.” That’s how costume 
jewelry manufacturers describe the way orders came in during 
market week. 

Whether or not the jeweler will get in on this style bonanza de- 
pends on his approach to the sale of fashion costume jewelry. This 
vear the business is there. Costume jewelry is necessary to the new 
apparel silhouette. 

You don’t have to use high fashion “couturier” talk to sell these 
new numbers. Just crystallize in your own mind precisely what the 
new silhouette looks like and how intimately the new jewelry com- 
plements it. Then sell positively, authoritatively these products that 
make sense for fashion—which can make cents for you. Use the 
information here with the same down-to-earth salesmanship you 
would use if you were merchandising a watch, or explaining the 
differences in grades of gems. 

Our tips on how to do it come from veteran salespeople. S @@ 


“Pins are enormous ... and they’ll be just as big as a 
fad. You see, collars are oversized and have lots of space 
for adornment. Pockets, too, are huge. . . . No, not just 
for the teens but for the ladies as well.” 
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by Virginia Dixon 








Three key poles support a display of china 
and glassware which forms a background 
for the table setting in the window fore- 
ground. A hand-lettered copy panel is stapled 
to the window background. Table center- 
piece is an arrangement of carnations and 
fuchsia with slender candles on either side. 
Shelf brackets are used on the key poles, 
which extend from floor to ceiling. 


(er 

Key poles come in four adjustable 
lengths and with a variety of acces- 
sories to meet every display need. 
They’re versatile, time-saving. 


TWO ACCESSORIES 


THAT ADD ZIP 
TO YOUR WINDOWS 


@ IN SELECTING display equip- 
ment, versatility and durability 
are prime considerations. The 
key pole fills both of these re- 
quirements to a high degree, 
and helps you make better use 
of the entire window as an eye- 
catcher. 

The key pole is a light- 
weight, perforated aluminum 
pole, adjustable in height, 
which locks firmly in place be- 
tween floor and ceiling. It can 
support a variety of brackets, 
shelves, rods and frames for the 
display of many types of mer- 
chandise, decorative materials 
and signs. 

The poles are available in 
natural aluminum, several 
colors, and in silver, gold, brass 
and copper finishes. Accessories 
are available to create an al- 
most infinite variety of set-ups, 





including a turn-table motion. 
Vacuum cups of non-marking 
rubber at each end insure a 
solid grip, without marring, on 
any surface. They can make 
island displays inside the store 
as well as in the windows. You 
can use them straight up or at 
an angle. 

The accompanying sketches 
suggest ways of using key poles 
for china and glassware dis- 
plays. For complete informa- 
tion, write to Empire Display 
Mfg. Co., Inc., 45 W. 34th St., 
New York 1, N. Y. Prices for 
single poles, without acces- 
sories, vary according to size 
from $16.50 for a 3’8” pole 
which extends to 5’6”; to $24.95 
for the 9’ to 15’ pole. Shelf 
brackets start at $3.50. 


Flowers Always Attract 


Flower arrangements are a 
natural and attractive accom- 
paniment for china and glass- 
ware displays. Real flowers are 
the prettiest, of course; but 
they require frequent attention 
and replacement. Some of the 
artificial flowers now available 
are very beautifully and faith- 
fully reproduced—and much 
more practical for display pur- 
poses. 

If you have a collection of 
these flowers you can use them 
again and again in different 
combinations. Flowers in the 
photographs shown are from 
Edward Greeman, 225 Fifth 
Ave., New York 10, N. Y., who 
will be glad to send you addi- 
tional information. The Sun Glo 
Studios, also 225 Fifth Ave., 
New York, will send on request 
a colorful catalog illustrating 
their “Corbosco” flowers fruit 
and foliage. (Pictures used here 
are from Sun Glo.) 

Be sure to select and combine 
artificial flowers according to 
their natural blooming season— 
gladioli, daisies and petunias in 
the summer; chrysanthemums 
in the fall, and so on. Roses can 
be used year-round. Arrange- 
ments of good quality artificial 
flowers with foliage, suitable for 
table settings, are available for 
$5 to $8 apiece and_ will 
last indefinitely with good 
care. ae 8 




















Wide shelves supported by 
key poles, provide generous 
display space for china and 
glassware across the back of 
the window. A buffet table 
setting in the foreground 
has an off-center arrange- 
ment of artificial iris, peach 
blossoms, and foliage. Copy 
panel is at left. 


Double purpose is served by 
two key poles. They support 
shelves for merchandise dis- 
play and the decorative ar- 
rangement of colored twine 
or ribbon stretched diago- 
nally from pole to pole. An 
extra bar across the top is 
used for attaching the twine 
or ribbon. On the window 
floor are additional merchan- 
dise and three place settings. 
Centerpiece features anthur- 
ium flowers and leaves. 





Current 


by Dr. George Switzer* 


The following material comes from “The Diamond 
Industry in 1958,” the 34th such annual report spon- 
sored by Jewelers’ Circular-Keystone. The full report 
includes information on imports; diamond cutting in 
Holland, Belgium, Israel, Germany and elsewhere; 
diamond mining in all significant areas; and indus- 
trial diamond production and imports. Copies of the 
complete study, in booklet form, are available at $1 
from JC-K.—The Editors 


® WORLD PRODUCTION OF DIAMONDS in 1958 was 
once again the highest on record. Total produc- 
tion amounted to an estimated 28,000,000 carats, 
a gain of approximately 1,600,000 carats over 
the previous year. Of the total, 22,000,000 carats 
were of industrial grade. Most of the increased 
production came from the Belgian Congo. 

However, the year 1958 was a difficult one for 
the diamond industry. Sales by the Central Sell- 
ing Organization in 1958 amounted to £65,543,- 
387, of which £49,420,696 were gems and £16,- 
122,191 were industrials. Corresponding figures 
for 1957 were £76,772,112 total, £52,818,096 gems 
and £23,954,016 industrials. In 1958 the decrease 
in total sales by the Central Selling Organization 
declined by 15 per cent from the 1957 figure. The 
decrease in gem sales was 6 per cent, and that 
of industrials 33 per cent. 

Total world sales of diamonds in 1958, includ- 
ing independent producers outside the De Beers 


* Dr. George Switzer is curator of the Division of Min- 
eralogy and Petrology at the Smithsonian Institution, the 
United States National Museum, Washington, D. C. Pub- 
lication of this report has been authorized by the Secre- 
tary of the Institution. 
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sales Trends in Bridal Rings 


Engagement rings account for two-thirds of the jeweler’s diamond 


business. The average center stone weighs 42 points, and $229 is 


the most popular price. One wedding ring in three is diamond-set 


Group, is estimated to have been approximately 
$188,000,000. The corresponding figure for 1957 
was $218,000,000. 

Conditions began to improve toward the middle 
of the year, and by the end of 1958 demand was 
running at a satisfactory level. 


Trends in Retailing 


Trends in the retailing of diamond jewelry 
in the United States were once again investigated 
by an independent research organization for N. 
W. Aver & Son, Inc. The purpose of the survey 
was to ascertain sales trends and consumer pref- 
erences affecting, or expected to affect, the sale 
of diamond jewelry. In fulfillment of these ob- 
jectives, information was obtained from jewelers 
concerning sales, inventories, prices, and cus- 
tomer preferences. The information was obtained 
through detailed personal interviews conducted 
during January 1959, with 135 retail jewelers 
located in cities of varying sizes throughout the 
United States. 

For the second consecutive year, jewelers have 
experienced a decline in total store sales. The de- 
cline, however, was apparently less pronounced 
in 1958 than in 1957. Although 39 per cent of the 
jewelers interviewed experienced lower store 
sales in both years, the proportion registering 
sales increases was greater in 1958. Sales of dia- 
mond jewelry and diamond engagement rings, 


although slightly lower in 1958, compared favor- 
ably with the 1957 volume. 

While dollar volume of jewelry sales declined 
slightly in 1958, the drop was not as marked as 
that experienced for total store sales, and, by 
inference, for non-jewelry items. As a result, 
jewelry sales gained in relative importance for 
jewelers in 1958, accounting for over 80 per cent 
of their total dollar volume. 

Diamond jewelry, although improving its posi- 
tion in relation to non-jewelry items, lost ground 
in 1958 to non-diamond jewelry. For the typical 
jeweler, 37 per cent of his total 1958 jewelry 
sales was accounted for by diamond jewelry; in 
1957 the figure was 40 per cent. 

Opinions on the outlook for 1959 sales of dia- 
mond jewelry reflected a degree of optimism not 
approached in the past five years. Over one- 
half of the jewelers surveyed expect an advance 
in diamond jewelry sales in 1959; a year ago 
only 15 per cent anticipated a gain. Moreover, 
only a few (4 per cent) foresee a decrease in sales 
in 1959. 

Diamond rings are, by far, the most impor- 
tant items in diamond jewelry. In 1958, diamond 
rings accounted for almost three-fourths of 
jewelers’ total unit sales of diamond jewelry. 
Diamond-set watches, which represent 10 per 
cent of total diamond dollar sales, accounted for 


(continued ) 


Average Retail Diamond Prices During 1958 





Month \% carat Median % carat Median 


1 carat 


Median 2 carat Median 8 carat Median 





January $90-225 $135 
April 90-225 135 
July 90-215 135 
October 95-205 135 


$220-455 $325 
200-475 330 
225-455 335 
225-475 325 


$500-1210 
540-1250 
615-1275 
590-1235 


$2545-6365 $4410 
2725-6375 4090 
3000-6820 4295 
2725-6820 4000 


$865 $1380-3410 $2200 
900 1600-3500 2400 
875 1680-3500 2275 
910 1500-3410 2250 
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another 14 per cent of the unit sales, with other 
items of diamond jewelry making up the bal- 
ance. 


Engagement Rings in Demand 


True engagement rings, deferred engagement 
rings, and anniversary rings together accounted 
in 1958 for 85 per cent of the unit sales of dia- 
monds, two carats or larger. Although these 
three items collectively accounted for exactly the 
same proportion of sales in 1957, the current sur- 
vey year found a relative strengthening in the 
demand for true engagement rings, an abrupt re- 
versal of the trend in the past few years. 

Despite the upward trend in the number of 
jewelers selling diamonds two carats or larger, 
the proportion of jewelers maintaining a current 
inventory of these stones declined sharply in 
1958. In 1957 over half of the respondents re- 
ported an inventory of diamonds two carats or 
larger, while in 1958 only 40 per cent reported 
these stones in stock. In 1958, the “typical” 
jeweler, stocking diamonds of this size, carried 
an inventory of three stones, the same as in 
1957 and 1956. 

Jewelers were optimistic regarding the outlook 
for the sale of diamonds, two carats and larger, 
in 1959. Almost one-third of the jewelers expect 
sales of diamonds, two carats and larger, to in- 
crease in 1959, while two-thirds expect sales to 
remain at the same level as in 1958. 

Women’s diamond engagement rings, wedding 
rings, and dinner rings became a more important 
part of jewelers’ total diamond jewelry sales 
during 1958, continuing the trend noted in 1957. 
Women’s diamond bracelets, on the other hand, 
continued to decline in importance, while watches, 
pins, and earrings refiect about the same level 
of sales importance as last year. Among men’s 
jewelry, cuff links and lapel emblems continue to 
decline in importance. Men’s rings, however, re- 
flect about the same position as last year. 

Prior to 1958, the proportion of jewelers sell- 
ing loose diamonds had declined at a fairly steady 
rate, from 37 per cent in 1955 to 25 per cent in 
1957. In 1958, however, this trend was reversed 
and about 30 per cent of the jewelers surveyed 
reported activity in sales of loose diamonds. 
Sales of loose stones, however, continue to rep- 
resent only a small share of total diamond dollar 
sales. 

Although adequate quantities of diamonds were 
available in 1958, jewelers nevertheless reported 
that shortages existed in larger diamonds of fine 
quality. 

Diamond engagement rings, which represent 
about 52 per cent of total unit sales of diamond 
jewelry, accounted on the average for 65 per 
cent of the jewelers’ total dollar volume in dia- 
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mond jewelery. Sixty-two per cent of the respon- 
dents felt that the desire for a diamond engage- 
ment ring was as strong in 1958 as in 1957, while 
the remaining 38 per cent were equally divided 
in reporting changes in the importance of the 
tradition. Solitaire type rings showed a slightly 
stronger position than multiple stone rings in 
1958, accounting for 53 per cent of total unit 
sales of true engagement rings. The average 
size center stone in the diamond engagement 
rings sold by responding jewelers in 1958 was 
approximately 42 points. The most popular price 
for a diamond engagement ring in 1958 was 
$229, excluding Federal Tax. This represents 
about an 8 per cent gain over the “average” price 
of $213 reported in 1957. 


Diamond-Set Wedding Rings 

The current survey year found sales divided 
between diamond-set wedding rings and plain 
metal wedding rings in exactly the same propor- 
tion as in 1957, with diamond-set rings account- 
ing for 35 per cent of total unit sales and plain 
metal rings 65 per cent. 

The relative popularity of narrow and wide 
width diamond wedding rings also remained the 
same in 1958 as in 1957, with narrow width 
rings continuing to outsell wide width bands by a 
ratio of 4 to 1. The most popular price for a nar- 
row width diamond wedding ring rose to a three- 
year high of $97 in 1958. Due to increased popu- 
larity of rings priced above $162, the most popular 
price for a wide wedding band rose to an all- 
time high of $158 in 1958. 

Customers buying matched sets of diamond 
engagement and diamond wedding rings declined 
from 23 per cent of total wedding ring cus- 
tomers in 1957 to 17 per cent in 1958. The pur- 
chase of diamond rings as an anniversary gift 
increased in 1958. 

Chart on page 83 shows average retail prices 
for 1958, as quoted in De Beers advertisements. 
For comparison, a summary of prices from 1948 
through 1957 is given below. 


Average Retail Diamond Prices, 1948-1957 





Year \% carat ', carat 1 carat 2 carats 





$665-1175 
520-1090 
570-1195 
585-1135 
570-1180 
605-1175 
590-1180 
540-1170 
570-1180 
605-1210 


$1500-3400 
1200-3130 
1260-3205 
1250-3115 
1280-3190 
1355-3265 
1275-3245 
1295-3305 
1340-3175 
1370-3350 


1948 $90-210 
1949 85-205 
1950 85-195 
1951 85-180 
1952 90-195 
1953 85-195 
1954 85-190 
1955 85-215 
1956 90-215 
1957 95-225 


$255-490 
215-445 
220-475 
215-425 
215-440 
200-435 
220-450 
200-445 
210-470 
215-485 





(please turn to page 86) 
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contact 


Serving the Jeweluy Industey with 
the Finest in Diamond Iewelay since 1949 
551 FIFTH AVENUE, NEW YORK 17, N. Y. 
MURRAY HILL 7-0457 
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SALES TRENDS IN BRIDAL RINGS 
(continued from page 84) 


Several important exhibitions help to establish 
style trends and give the public wider opportuni- 
ties to look at diamonds. 

Most extensive display so far this century 
was the Diamond Pavilion at the Brussels Fair. 
Among exhibits that inspired designers were 
baguettes more than a half-inch long, a type of 
diamond cutting called “trianon” with grooves 
for the metal placed out of sight on the lower 
side walls of the gem, and such unusual combi- 
nations as champagne diamonds and pink pearls. 
In the mounted jewelry section of the Pavilion 
were new surface treatments intended to succeed 
Florentine finish and diamond-on-stone effects, 
such as bias bands of small brilliants running 
across the top of large colored stones. 

In the French section and Pavillon de Paris at 
Brussels were further examples of the diamond 
in fashion. Incoming is a new treatment of plati- 
num which, after 15 years of high fashion for 
diamonds and gold, may help re-establish all- 
white jewelry. The platinum is engraved with a 
diamond tool or dimpled all over with a small 
mallet. This surface, broken up to reflect more 
light than is possible with any polish, is then 
rhodium plated. The effect, still further height- 
ened with diamonds, is very brilliant. 

Also offering unusual techniques to achieve 
design were the 1958 Diamonds International 
Awards. Sixteen jewelers in Europe and the 
United States were honored. ‘“‘Representational” 
is a new word in jewelry fashion: Forms and ob- 
jects are suggested rather than delineated. 

Most unusual European jewelry was found in 
Vienna, designed by Ernst Paltscho; a revival 
of the large, handsome flowers, buds, leaves, 
and berries, carved from quartz of different 
colors. Arranged in sprays with small diamonds, 
these brooches often ran five to six inches long. 


Small Pendant—Short Chain 

In necklaces diamonds were massed in front. 
Exception to this rather heavy feeling was the 
continued popularity of the very small pendant 
worn on a short chain. This vogue increased the 
sale of diamonds, especially in the middle in- 
come bracket. 

Because half of the year’s brides and many of 
the bridegrooms were in their teens, the big job 
in selling engagement rings was the education 
of teenage couples in the basic facts of diamonds. 
The diamond cuts promoted for the engagement 
ring were the. brilliant, emerald cut, marquise, 
pear, oval and heart, with the baguette as a trim 
stone. The oval-cut diamond was limited in pro- 
duction but picked up in demand not only because 
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it’s new but because it tends to look larger to 
the eye than a round stone of like weight. 

The year 1958 was marked by the retirement 
of the famous Hope blue diamond to a permanent 
shrine in the Smithsonian Institution in Wash- 
ington, D. C. Mr. Harry Winston conveyed the 
great gem to the United States to be placed on 
public view. 

Individual fashion honors came to several well- 
known American jewelers. Jan Schlumberger of 
Tiffany & Co. won a Coty Fashion Critics Special 
Award for a brooch depicting a unicorn in dia- 
monds, amethysts, and yellow beryls. It was the 
first time that a Coty Award, usually given for 
apparel, had honored a jeweler. Marc Koven of 
New York had another one-man jewelry show 
at the Philadelphia Art Alliance. 


De Beers Consolidated Mines, Ltd. 


De Beers Consolidated Mines, Ltd., was regis- 
tered as a public company in the Province of the 
Cape of Good Hope on March 13, 1888. It was 
formed to amalgamate two famous pipe mines, 
De Beers and Kimberley Central. To great degree 
the company now coordinates both the production 
and marketing of all diamonds mined in Africa. 

The companies in the De Beers group are: 
The Consolidated Diamond Mines of South West 
Africa, Ltd.; De Beers Consolidated Mines, Ltd., 
including the Dutoitspan, Wesselton, and Bultfon- 
tein mines; Jagersfontein mine; Annex Kleinzee; 
Kaokoveld alluvial deposits; Premier (Trans- 
vaal) Diamond Mining Co., Ltd., and Williamson 
Diamonds, Ltd. 

The Anglo American Corporation of South 
Africa, Ltd., act for the company as consulting 
engineers and geologists. A subsidiary, the Dia- 
mond Corporation, Ltd., has contracts with dia- 
mond producers in the Belgian Congo, Angola, 
Sierra Leone, Ghana, Tanganyika and French 
West Africa to purchase their production. 

De Beers was responsible for establishing the 
present system of sales to the market through 
the Central Selling Organization, which company 
handles approximately 90 per cent of the total 
world production of diamonds. 

The company through its subsidiaries has sub- 
stantial interests in the explosive and industrial 
chemical industry, gold mines on the West Rand 
and in the Orange Free State, and coal and cop- 
per mines in Rhodesia. 


The Diamond Corporation, Ltd. 


The Diamond Corporation, Ltd., acts as a link 
between the South African and other producers. 
De Beers Co. holds 11,750,000 shares and the 
Consolidated Diamond Mines of South West 
Africa, Ltd., holds 4,625,000 shares, equivalent 
to an interest of approximately 80 per cent. 

(please turn to page 88) 
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THE FLOWER OF PRECIOUS JEWELRY 


Finest quality...exquisitely designed...superlatively wrought 


Oscar Heyman & Brothers, Inc. 


642 Filth , New York 19, N. Y. 





SALES TRENDS IN BRIDAL RINGS 
(continued from page 86) 


The Corporation maintains a reserve of some 
£20,000,000 for the protection of the diamond 
trade. Due to quieter market conditions in the 
first half of 1958, especially industrials, the Cor- 
poration by the end of 1958 had increased its un- 
sold stocks by about £4,000,000. 

The contracts between a number of diamond 
producers operating outside South Africa and 
the Corporation which are valid until the end 
of 1960 functioned throughout the year. 

In Sierra Leone the Corporation’s wholly 
owned subsidiary—The Diamond Corporation 
Sierra Leone, Ltd.,—was actively engaged in buy- 
ing diamonds produced by African diggers in 
that territory, purchasing in 1958 diamonds 
valued at £4,600,000. The Diamond Corporation 
Sierra Leone, Ltd., operates under terms of an 
agreement with the Sierra Leone Government. 

The marketing of gem diamonds is conducted 
by affiliated companies. The authorized and is- 
sued capital of the two companies is: The Dia- 
mond Purchasing and Trading Co., £2,500,000; 
The Diamond Trading Company, £1,000,000. 

The De Beer’s Company’s holdings, plus the 
holdings of the Consolidated Diamond Mines of 
South West Africa, Ltd., are equivalent to an 


interest of approximately 40 per cent in each of 
the two above companies. 


World Production 


Accurate figures regarding world production 
of diamonds are not available for all countries. 
In the following table showing world diamond 
production, figures received from official sources 
are given in most instances. Official figures from 
some countries, especially Sierra Leone, French 
West Africa, and Brazil are meaningless, either 
because exports are not made through official 
channels, or because of illicit diamond mining. 

Total world production during 1958 once again 
set a new record. It amounted to approximately 
28,000,000 carats, or about 1,600,000 carats more 
than in 1957. Zee 





Would a copy of Dr. Switzer’s complete report 
be useful to your business? It contains coun- 
try by country information on production, 
cutting and imports; and is the only compen- 
dium of such information available anywhere 
in the world. If you want this booklet, “The 
Diamond Industry in 1958,” send $1 to JEWEL- 
ERS’ CIRCULAR-KEYSTONE, Chestnut and 56th 
Sts., Philadelphia 39, Pa. 











WORLD PRODUCTION OF DIAMONDS, 1955-1958, IN METRIC CARATS 


(Including industrial diamonds) 





1955 


1956 1957 1958 





Africa: 
743,378 


740,035 864,372 1,001,236 


Belgian Congo 
French Equatorial Africa 


14,010,461 
145,837 
2,127,000 
389,880 
1,427,000 
969,984 
358,717 


13,041,487 
136,900 
2,276,631 
318,450 
930,000 
797,207 
325,525 


15,646,722 
109,451 
3,124,821 
400,000" 
2,000,000° 
996,610* 
390,971 


16,673,467 
104,868 
3,131,692 
355,000° 
2,300,000" 
903,677 
521,064 


French West Africa 
Sierra Leone 
South West Africa 
Tanganyika 
Union of South Africa: 
2,276,894' 
310,000° 


2,235,019° 
300,000 


2,238,436° 
300,000° 


2,244,183" 
300,000° 


200,000° 
33,298 
141,147 
5,000° 


300,000° 
29,816 
93,834 

5,000° 


200,000° 
29,037 
122,598 
10,000° 


300,000° 
33,091 
89,565 
10,000” 














21,540,000 23,130,000 26,400,000 28,000,000 





1 Pipe mines under De Beers control, but including production from De Beers alluvial diggings at Kleinzee and/or Annex Kleinzee. 
2 Includes an estimated 100,000 carats from the State Mines of Namaqualand, and 109,636 carats from “Other Pipe Mines.”’ 

® Estimated. 

* Revised figure. 
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FLEX-LET IS . 
BETTER AND BIGGER | 


FLEX-LET. GIVES YOU 
AN EXPANDED LINE 
F GREAT NEW.PRODUCIS 


A 


'  FLEX-LET GIVES YOU 
THE GREATEST 


QUALITY IMPROVEMENT 
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IN WATCHBAND HISTORY 


Documentary evidence follows... 











For 16 years Tru-Rivet was available 
ONLY in Flex-let’s better bands 


NOW! Famous TRU-RIVET Construction / 
In ALL Men’s Bands right town to $495 


® 90 stainless steel floating eyelets 


® 100% stainless steel skeleton Hi-tensile stainless steel springs 
— corrosion resistant 


Tru-Rivet Construction Means 90 Extra Parts Working For You — 
Parts You Don't Get In Any Other Watchband 
e Almost Unbreakable Construction e Reduces Repairs to A Minimum 
© So Flexible It Can Tie In Knots © Amazing Durability 





All of these Tru-Rivet features add up to a quality watchband 

sale for you; you know that every customer who buys a Flex-let 

Tru-Rivet band — EVEN AS LOW AS $4.95 — will be a lasting 

customer. 

HERE’S THE KIND OF PROOF YOU NEED TO REALLY SELL — 
An outstanding display that shows your customer Tru-Rivet’s amazing flex- enmutte> 
ibility. Actually ties the band in knots — a feature found only in a Tru-Rivet 

Flex-let band. Yours free with your regular fall order. 

Pot. 3£2,444,684 


FLEX-LET corporation 580 Fifth Ave., New York, N.Y. 
in Canada: Flex-Let of Canada 830 George St. Sherbrooke, Quebec. 
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A Great Design Achievement Inspired 
by the ITALIAN RENAISSANCE... 


0 


by FLEX-LET 


? Flex-let has captured the look and the spirit of 15th century Florence with 
its elegant new Florentine watchbands. The beautiful muted finish of these 
bands (in white or in Florentine gold) is perfectly in keeping with the cur- 
rent American fashion revival of Renaissance styling. 


Their intricate design reflects the ornate and embellished motifs that flour- 
ished in fabrics, leathers and metals at the height of the Renaissance; a period 
when hand ornamentation reached a climax of centuries. 


“FLORENTINE” '/og 10K G.F. > 
Size-O-Matic. Keystone 7.80. 

RETAIL $10.95t.i. Yellow & 
White. Available with 
straight or curved ends. 


INSTANT SIZE-0-MATIC MERCHANDISED TO SELL FOR YOU 


Click-fit feature gives you the oT ad , , , 
fastest, strongest salteizina . . . this distinguished custom made display unit 
watchband ever made. was especially designed to show off the extra- 


This mound of links can ordinarily beautiful finish and the superior styl- 
be assembled into a watch- ing of the Florentine bands. 


band ~ just 30 seconds — FREE with your minimum order of 6 watchbands. 
and without any tools! 


FLORENTINE blends the modern and 


‘‘RENAISSANCE”’ 

$ize-O-Mati 

RETAIL $8.95¢ 
& White, Straight or 


aalen 


Right: “CELLINI” 

Size-O-Matic. Keystone 
RETAIL $9.95: Yellow 
White, Available Straight or 


4 
Curved Ends 


“FLORENCE” 
G.F. Size-O-Matic, Keyst 
RETAIL $7.95t.i. Yel 
White 


FLEX-LET elo) 120). bale) mre) -10m obiisle. \7-See ny Lh an hold Gm» cm MUTE @lolalelelo Ee a1-3 O14: Mela Gelale 
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the autographed picture insid | | 


an assortment of 12 jewel boxes 

j} get this’ beautiful. w sete)’, aun er-) 46, Soe he kamtoeme ened Reser : 

| 7 ? ry ; YiC ry 

NOWwS Pat sie ne iding his Own 7EwRi [eo e 
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YOU GET A HANDSOME COUNTER CARD-w 
iS a Guplicate of the window di 1y 


USE IT AND CREATE IMPULSE SALES 








NEWSPAPER MATS 


FLEX-LET le) 170) 7 bale) mel 10M abate. \7- Se» (-), am hold a> om 











SALES svur‘'PROFIT 


with FLEX-LET’S elegant new 
Pat Boone JEWEL BOXES 





Take advantage of this great ‘Boone’ to 
jewelers. Stock and sell the new Pat Boone jewel 
boxes for girls and boys. Remember, the Pat Boone 
name is a proven TRAFFIC MAGNET. 


YOU CAN'T LOSE with this great Flex-let Pat 
Boone Promotion. Make your store headquarters for 
the largest future market of America—the teen-ager 
of today. Create excitement with the new Pat Boone 
displays and point of sale materials by Flex-let. 





FOR OOS 
Style # 

wath Kid — Rust Velvet Interior 
rags 4.20 RETAIL $3.95 

Style # 

Black *Pig_Wine Corduroy Interior 
Keystone 5.20 RETAIL $4.95 


- crmnse 

tyle # 

Ivory ‘te Pink Velvet Interior 
Keystone 4.20 RETAIL $3.95 


(For Girls, cont'd.) 


Style # 

Pistachio Pebble — Peach Velvet 

Interior Keystone 5.20 
RETAIL $4.95 

Style #4343 

Pink Pebble— Powder Blue Velvet 

Interior Keystone 5.20 
RETAIL $4.95 

Style #4344 

Gold & White Brocade — Azalea 

Velvet Interior Keystone 7.00 

RETAIL $6.95 











Style #4302 











Style #4343 


(All Jewel Boxes Carry A 10% Fed. Excise Tax) 


mr: tele me od. 4 —8 — 





Style #4344 











Style #4301 


Style #4341 


with every dozer: Pat % ~— FLEX-LET Corporation 373 Taunton Ave., East Providence, Rhode Island 


Boone Jewel Bo 

Viele ne 0-2 od @) © 

PAT BOONE RECORDS. 

Give one away to 

=> 0 Ole Mod OE -Bdelaal-1 a’ ahaa 

Gal- Me colligetal-t-1-mmebhm@m. mmer-t).2-3 

Just imagine the traffic that 

Will flock tc your sto} 

yOu give way a Drand ne 

at: 1@ =lelelal= re 

fe) each 
, 


vel DOXx you sell 


PLACE YOUR ORDER NOW 


‘eldemaarelad.je 
98¢ with 
Store Name 


Address 


Consisting of 


Please send me [_] PAT BOONE ASSORTMENT #9180 


12 PAT BOONE JEWEL BOXES (2 of each style) 
1 COUNTER DISPLAY 


1 WINDOW DISPLAY 


12 PAT BOONE RECORDS 
12 PAT BOONE AUTOGRAPHED PICTURES 


Keystone $62.00 RETAILS $59.40 plus tax 











[PLEX-LET | cccate 
— SW©REGALS_— 
.,| DEPENDABLE 


low priced watchband line 


$ 
Yeley 408 


Reystone 3.49 











! $3.95 Te, 


The new Regal line 1s your answer 
to the demand for 
a good watchband at a low price 


Ieee 
z 


Sig 
5 
; 3 


Because it is from Flex-let you 
know that it is smartly styled and 
well constructed. A product you can 


trust! 


You get fine craftsmanship at a 
price far below comparable bands; 
a really tremendous value. Protect 
yourself. Buy the low priced mer- 
chandise you need from a manufac- 


turer you can rely on. 
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This beautiful merchandising unit is yours 
free with your minimum order of 24 Regal 
watchbands. Use it and sell more watch- 
bands for men and women. 
Each band in individual Acetate Box 
YOUR REGAL ASSORTMENT #400 CONSISTS OF 
3 Men’s Bands—ST. STEEL retain @$2.95T.:. 
7 Men's Bands—YELLOW* etait @$3.95T.1. 
RETAIL @$3.95T.1. 


3 Men's Bands—ST. STEEL 
2 Men's Bands—YELLOW* retail @$4.95T.1. J 
6 Ladies’ Bands—YELLOW’* retrait @$3.95T.1. Sty, 
; Fellow 470 
tajne auite 


3 Ladies’ Bands—YELLOW’® retail @$4.95T.) 
YOUR COST KEYSTONE 79.30 RETAIL $96.807.'. Reta, $9, 2-90 
*Iho-10K G.F. 7S Ty 


FLEX-LET Corporation 580 Fifth Ave. New York, N. 7. 





Ouly FLEX-LET Gewes You 


‘Styling : Packaging : King-Size Mark-Up 


With the 14K Gold Look g Luxurious and Eye-Appealing Which You Need So Badly 


with “REPLICAS OF 14K GOLD ORIGINALS!” 


Flex-let brings you luxury at pop- 
ular prices with beautiful replicas 
of 14K Gold Originals from $3.95 
to $9.95. Styling so authentic that 
only you, the jeweler, can tell them 
from priceless originals. 


There is more selling power in the oc | 
Flex-let line of men’s jewelry because a — aaah 
it is crafted, priced and packaged to Style £6244—Yellow Style #6201—White 
bring you the Keystone — PLUS profit Keystone 4.60 Retail $5.95 T.1. Keystone 3.90 Retail $4.95 T.I. 
you need. Hand Engraved 


ee orice > 


This Wonderful Merchandising Unit 
Shows and Sells 


12 FLEX-LET MEN’S SETS 
AT A GLANCE 


Fingertip unit that gives you quick, effec- 
tive presentation across the counter. 


Style #6192—Yellow. Style #6238—Yellow 
Keystone 3.60 Retail $3.95 T.I. Keystone 3.90 Retail $4.95 T.1. 
Two-Tone Finish—Satin & Lapped 


YOUR PRIVATE BRAND 


PROGRAM 


More than 1,079 jewelers from coast to coast 
are carrying Flex-let’s men's jewelry PROFIT- : : j Ss, 
ABLY UNDER THEIR OWN BRAND NAME. ae. ™ | tee. | | 3 


Sell your own brand with pride [Sle or 
Style #6235—Yellow 


Style #6112— 
Keystone 4.60 Retail $5.95 T.I. Keystone 3.60 Retail $3.95 T.!. 
Hand Engraved 
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Directory of Trade Associations 


NATIONAL 


Allied Siiversmiths Association, inc.—Herbert J. Pollack, Crown Silver Co., 48 
Walker St.. New York, N. Y.; Pincus Weinstein, Prill Silver Co., 53 W. 
56th St., New York, N. Y. 

American Gem Society—Lester Moon, Moon Jewelry Co., 105 E. College, Talla- 
hasses, Fia.; Alfred L. Woodill, Exec. Dir., 3142 Wilshire Bivd., Los 
Angeles 5, — 

American Stone tmporters Association, inc.—Robert G. Wider, Dreher Bros. & 
d ider, 48 w 48th St., New York 36, N. Y.; Lioyd V. Lassner, 10 W. 47th 

t., New York 36, N. Y. 
American Wateh Association, inc.—Jean R. Graef, 610 Fifth Ave., New York 20, 
.: William H. Fox, Exec. Secy., 39 Broadway, New York 6. N. Y. 
pase Watch Manufacturers Association—Arthur B. Sinkler, Hamilton Watch 
Cc Lancaster, Pa.; LeRoy A. Mote, c/o Elgin National Watch Co., Elgin, 


—Ben Ross, 21-30-44 Bytes, Long Island City. N. Y.; 
. Waslikof & Sons, he / . 48th St., New York, N. Y. 

i Richmond &t., W.., 

, W., Toronto, Ontario. 

ssociation of America — William J. “Carey, Doulton & Co., 

New York 10, N ; Walter Nelsen, Doulton & Co., 


inc. —Samuel J. Kaufman, Semca Clock 
New 2 > Y.; Joseph Flum, Secy. Treas. , Florn 
rers ener of America, Inc E. Som 
t. ashington 6, D. C.; Philip 8. Horwith, 4521 ‘Mariota 
° al. 
Costume, Sige Bo ret of Trade of New York—Harold mee, 841 5th Ave., Brook- 
ad Greenberg, 303 Fifth Ave., New nom | Te te a 


Crockery Board of Fredo Wines J. Carey, Doulton & Co., Inc., 11 E. 26th 8t., 
New York a8. N. Y¥.: Walter Nelsen, Doulton & Co. ll E. 26th St., New 


York 10, 
Cultured Pear! Association ¢. Smarties, inc.—Joseph D'Elia, B. D’Elia & Son, 
—. a ae ae 22, N. Y¥.; Seymour Mendelsohn, 1196-6th Ave., 
Yor 6, N 
Diamond in of America—Mort Abelson, Abelgon’s, Inc., 857 Broad S&St., 
ark rs N. J.; William Wagner, Exec, Secy., 545 Fifth Ave., New York 


++ ad 
Diamond Dealer s Club, Ine. wn E sein, 30 ad be #., New York 36, N. Y.; 
& ew 
) A. FA Kassciation of America, inc.—Jean H. Van 
, 8 Yo N. Y.; Ethel M. Friedman, Exec. Secy., 
342 Madison Ave., 


York, N. 
Eastern Manufacturers & ! xhibit, Inc.—S. S. Sarna, 220 Fifth Ave., 
wom Sa i N. Y.; William E. Little, Mng. Dir., 220 Fifth Ave., New 


anufacturers’ Association—R. L. ehrt, Herff-Jones Co., 
a 7. Ind.; Walter & Keeley, Exec. Secy., 
eeley. 41 E. 42nd S&t., "New York 17, N. Y. 
Mechanical. "Pencil Manufacturers Association. 
Lawadey, Scripto, Inc., 423 Houston St.. N.E., Atlanta, Ga.: W. k 
Mays, Jr., Marshall & Meier Co., Inc., 187 Lafayette St., New York 13, N. Y 
Gemological Institute of America—Richard T. idd .. Exec. Dir., 
San Vi « Blvd., Los Angeles 49, Cal.; J. Smith, Exec. 
11940 eg Vicente Bivd., Los Angeles 49.. al. 
Gold A sa Manufacturers Assoclation—Edson W. wyer. Improved Seamless 
he nel A A Faidy St., Providence, R. I.; S. L. Cantor, 213 Bates Bidg., 
leb« ro, as 
Horological Institute of America—Raymond F. Soucie, 267 8S. Grove S8St., Elgin, 


ork 
Edueath fonal ‘iewsiry 





—_~— 


Names are those of president and : wae: | 
respectively, unless indicated otherwise. | 


NN 








Til.; Harold K. Calvert, Exec. Secy., Indianapolis, Ind. 
Industrial Diamond Association of America, ine.—Donald J. Wallace, Wheel 
ueing Tool Co., Detroit, Mich.; Margaret J. McGinnis, Box 175, 587a 
Pompton Plains, N. 
of Trade—William E. Smith, Irons & Russell Co., Inc., 95 Chest- 
nut St., Providence 3, R. I.; Vincent ¥. Chapman, Jewelers Board of Trade, 
413 Turks Head Bidg., Providen ce 3, R. 
Jewelers Security Alliance—Walter Eitelbach, - Fifth Ave., New York 20, N. Y.; 
chard C. Murphy, Exec oe 535 Fifth Ave... New York 17. N. Y. " 
Jewolers Vigilance Senn ittee—Gustav H. Niemeyer, Chm., 82 Fulton St., New 
York 38 . ¥.; P. Irving ‘Griubere. Exec, V. Chm., 15 W. 44th St., New 


Yo 36, 
Jewelry Crafts Association, Inc.—-Arthur M. Buxbaum, B. F. Hirsch, Inc., 100 
Avenue of the Americas, New York, N. Y.; Henry L. Sperling, Exec. Secy., 
20 47th St., New be me Ue 
Jewelry industry Counci nd, Jr., 8. Kind & oom. 1342 Chestnut St., 
a., Pa.; Albert E. eek 608 5th Ave., New York, 
sees Indus stry Tax Committee—William M. ‘Wright, Chm. 8575 ) Cesests Ave., 
-- abe Md., Bernard N. Burnstine, Exec. Vv. Chm., 900 F. St., 
' 


we Washin 4, D. ¢. 
Machine Chain manufacturers Association—George J. za, 211 Pierce Ave., 
Warwick, I.; Howard W. Armbrust, 59 King Pailin Circle, Warwick, R. I. 
Manutastersee IR Sales Association—Joseph Lavan, Rm. 103, Sheraton- 
R. 1.; Frank Brown, Bazar Mfg. Co., 50 Chestnut St., 

ore Aden R. 

Manufacturing "Towslere. & Silversmiths of Amartes, Ine.—Isadore Paisner, Brier 
mee. ee 222 Richmond S8t., Providenc R. LL; ‘oe R. Frankovich, 





Secy.. 207-11 Sheraton- Biltmore, 

Metal Findin 4 ‘Manufacturers Association—Hugh McBrien, Jr., c/o M-S-Co., 
Attleboro, Mass.; Charles W. Selen, Essco Mfg. Co., Inc., 101 

" Providence 3, = * . 
National’ , of Cestume eg Levy, 45 W. 34th St., New York, 
N. Y.: Fred Singer, Gloria Jeweiry Co., 39 W. 32nd St., New York i, N. YX. 
National Association of Watch & Clock Collectors—Earl T. Strickler, Secy., 335 N. 

Srd St., Columbia, Pa. 

semees * Gift & Art Association—Leon Arditti, Ardalt Imports, Inc., 95 Madison 
Ave.. New York 16, N. Y.; William E. Littie, 220 Fifth Ave., "New York Ra 


eS - 
wathonst Wholesale Jewelers Association—Frank J. Heyne, Heyne & Groves, Inc., 
— Ave., Toledo, Ohio; Thomas A. Fernley, Jr., 1900 Arch St., 


Pa Pa. 
Platinumsmiths Association of New York, Ine.—Jacob Mehrlust, 6 W. 48th St., 
ew Yo N. Y. : George F. Brecht, 17 W. 45th 8t., New York 36, N. Y. 
Retail 3 of America, inc.—Oliver 4 Jenkins, 34 W. Forsyth St., Jacksonville. 
ge ; Bernard N. Burstine, Exec. V.P.; Charles M. Isaac, V.P. (Shows), 551 
h Ave., New Yo > # : 
Ring Suita of America—Leonard Shiman, Shiman Mfg. Co., Newark. N. J.; 
oanna Wittenberg, Exec. Secy., 608 5th Ave., New York a a ae 
re... Jewelry Travelers Association, Inc.—Frank J. Russell, Sr., c/o SJTA, 1 
yh mg Bldg., Atlanta, Ga.; Harold Vinson, c/o SJTA, 1 Peachtree Bldg. : 


Ga. 
Stortine Osliveremiths Guild of America—John B. Stevens, Baternatiqnel Silver Co., 
he = St., ee, Conn.;: John F. Ambrose, Exec. V.P.. SGA, 551 
ifth Ave., New Y y 
Swiss (7 2 of Wateh’ Manufacterere—Gerard Bauer, c/o Watchmakers of 


Sw 730 Fifth A N rk 19 
itserland. ‘ c Dir,, Suite 2004, The Dallas Trade 


Tex 


United Horvlogiea Association of America—Norman D. Luth, 3925 Flower St., Rell 
Hagans, Exec. Secy., 1901 E. Colfax Ave., Denver, Col. 


rville R, 
Watch Material Distributors Association of America—Seymour Marcum. Norvell- 
Marcum Co., 223 E. Third St., Tulsa, Okla. ; ew G. House, Exec. Dir., 


923 Fifteenth St.. N.W., Washington 5, 





STATE 


Alabama Retail Jewelers Association—Kalmar Shwarts, 3111 Wilmington Rd., Mont- 
r; Dwight Raff, Raff's Jewelry, Talladega. 
Retail Jewelers Association—Harry Rosenzweig, 35 N. ist Ave., Phoenix: 
Rosner, I. Rosenzweig & Sons, 35 N. Ist Ave., Phoenix. 
a, seater Association—John M. Stinson, Camden; Mrs. Charles 
"T vxec : . 
California Horological -Howard Nixon, 380 Orlena Ave., Long 
Beach; Norman D. Lath, 3925 * ana St., Bell. 
California Retall Jewelers Association—Wallace W. Binford, 6410 Van Nuys Bilvd., 
Nuys; Mrs. Collette Harrison, 14762 Terryknoll Dr., Bg sng 
Connecticut Retail Jewelers Association—Benjamin B. Cooper, Cooper ‘Jewelry Co., 
- rt -.. ee: Lee Isenberg, Eixec. ‘seg "suite 305, 179 Allyn 


artfor 
Consolidated “Retail go eg of New York & New Jersey, Ince.—Harry Werler, M. 
we ler 4 — Ine., Oe amg York; Simon Sunshine, Sunshine Credit Jewelers, 
Cana r 
Florida "Retail Jewelers Association—Alvin Lee Magnon, Adams-Magnon Jewelers, 
es 510 Franklin St., Tampa; Tom Cook, Jr., 250 S. Beach St., Daytona 


ach. 
Fleride ‘State Watchmakers Association—Gordon Gamble, 3646 16th Ave., S., St. 
a. genie Charlies E. Justus, Exec. Secy., 1417A S. Ft. Harrison, Clear- 


Georgia , tS & Heorologists—Robert Young, 411 Adamson Sq., Carrollton; Philip 
Stovall, 1471 Thomas Rd., Decatur. 
Georgia, oe Jewclore Association—-George Wheeless, Thomaston; Kimsey Davis, 108 
eachtree 
atien— Conrad, Ld Nuuanu Ave., Honolulu: Lioyd E. 
umpp, 2239 Ralcken * Hono = 
IMinois Retail Jewelers Association—Carl W sory Sonens one. Inc., Bloom- 
ngton; Charles H. Barker, Leland Office Bldg.. Springfiel 
Indiana. ae mg harles E. Feffer, 136 W. eentonion. Indianapolis: 
Cc. Mng. Dir., 808 State Lite —~ 7 Indianapolis 4. 
tadiane. "Watehma here’ oe ee * of:—A. L. Priest, 514 N. Jefferson 8St., 
. B6th -— Indianapolis. 
; McChesney, 1208 W. llth St., Waterloo: 
F. , 403 W. 4th St., Waterloo 
jowa Retail jewelers Assoelation—Maurice Bates, 2400 Lincoln Way, Ames; Gordon 
‘Conner, 19% BE. State St.. Mason City. 
Kansas Gem Society— Bruce Brunk, Brunk ested McPherson: Charles Good, 
Good's Jewelers, 1311 N. Main St., Hutchins 
Keneae o— Retail Jewelers Association—Frank Reais. Topeka; Bugene P. 
tzel, 209 S. Broadway, Wichita 2. 
ener’ State ee Association-— “John J. Wortman, 929 Kansas Ave., Topeka: 


Lec n, 
Neuter Retail A ag Association—Scott Means, Hopkinsville; Don Merkley, St. 
a ew 


Kentucky Watehmakers Association, Inc.—T. S. Merkel, 825 Palatka Rd., Louisville: 





Forrest D. Merkel, Exec. Secy., 7916 Jonquil Dr., Louisville. 
Louisiana Horological Association—Bruce Lindsey, 1111 8S. Fourth St., Monro 
Maine Retail Jewelers ag ee ge Nolin, 79 Lisbon St., Lewiston: a 
Tardif, 40 Main St., Waterville 
aryland, Delaware, & District py Columbia Jewelers Association—Paul Day. 831 
St.. Wilmington, F eal Henry H. Brylawski, Exec. Secy., Woodward 
Bk Washington, I 
sasesschusette. Whean Island Retail Jewelers Associatio 
Stowell & Co., 24 Winter St., Boston: Quentin McC oy N. Quincy. 
Michigan Horological Asseciation—Clayton Goodrich, Sunfield; Charles Barnes, 704 
E. Baldwin, St. Johns. 
Michigan Retailers Associat ation, Jewelry Div. of:—-Ervin Yoas, Yoas Jewelers. Mon- 
+o ¥ yo Heglund, Heglund, Heglund & Beyer Jewelers, 708 Washington 
ve ay 
Minnesota Retail a Association—Donald D. Elmaquist, ee pene : William C. 
Walsh, Exec. Secy., 1006 N. W. Bank Bidg., Minneapo 
Minnesota Watchmakers Association—W. I. Maki, Virginia; William C. Walsh, 1006 


96 


N. ank Bld Minneapolis. 
Miesissippl. Retail jewelers Association—Palmer Farnsworth, 304 Washington Ave., 
Greenville: Harvey A. Carpenter. a le. 
ese” Retall "Jewelers Association—Q. Johnson, Louisiana; Clinton Holt, 110 
Se. Jefferson City 
Association or ‘—William J. Yost, 905 Fourth St., Milford; 
1107 Division Ave., Yor e 
Nebraska Re Retail Jewelers Association—William McIntosh. O'Neill; Stan Knudsen, 


a Retail Jewelers Association—David McAllister, Woodsville; Mrs. 
David McAllister, Woodsville 
Jersey Retail Jewelers Association—Martin Parian, 1173 Main St., Clifton; 
Richard Rad, 6011 RFergenline Ave., West New York. 
ew Jersey, Watchmakers Association of:—Emil J. Chessari, 512 Sixty-seventh St., 
West New York; Donald J. DeWolfe, 483 Frosnect St., Nutley 10. 
Mexico Jewelers Association—Adair Gossett, W. Fox St., Carlsbad; Sam 
Rankin, 1183 W. Broadway, Ho 
York Jewelers Guild—Erwin B. Kartzmer, Stern & Stern, Inc., 216 BE. 45th 
St., New York; Mort Green, MGM Jewelry Mfg. York. 
York State Retail Jewelers Association, Leeds Jewelers, 
117 Grant St., enue 13; J. Francis Thibault, Evans & Sons, Inc., 234 
Genesee St., Utic 
ork State Watchmakers Association—Harold E. Weiser, 267 Antlers Dr., 
Rochester 7: Richard A. Robbins, Exec. Secy., P. O. Box 117, Conklin. 
North Carolina Retail Jewelers Association—Jules Aronson, c/o Wallace Jewelers, 
Statesville; Harold Seburn, Exec. Secy., c/o Churchwell’s Jewelers, Wilson. 
North ete Jewelers & Watchmakers Association—Don Lund, Bismarck; Al M. 
Foss, 107 S. Main St., Minot 
Ohie Retail Jewelers Raslatien M. Benedict, H. M. Benedict Jewelers, Dela- 
ware; Clarence Moses, Exec. Secy., 1900 Euclid Bldg., Cleveland. 
Oklahoma erecegnens Association—Charles Kofmehl. Seen Jewelry, 1220 N. 13th 
St., Duncan; Ross Luttrell, 2003 Pine St.. Dunc 
Oklahoma Retail Jewelers Association—Fred L. Kelley, “Weatherford: E. T. Tucker, 
102 E. Choctaw. McAlest 
Oregon Retail Jewelers Association—Martin ae Zell Bros., 800 S.W. Morrfson 
St., Portland; Frank Breall, Exec. S 921 S.W. Washington St., Portland. 
Pennsylvania Retail Jewelers Aesasieiion Thence oO. Ruhl, E. G. Hoover Co., 2! 
ird St., Harrisburg; Herman M. Hollander, Exec. Secy., 1201 Plaza Bldg.. 
Pittsburgh 19. 
Pennsylvania atchmakers Association, Inc., of:—Joseph A. Beimel, 89 Freeland 
t., Pittsburgh 10; George W. "Meyers, 4740 Mossfield, Pittsburgh. 
Rhode — and Wa tchmakers Association—Vincent A. DeAngelis, 315 Auburn, Cran- 
sto orman Quellette, 19 Oakland Dr., W. Warwick. 
South Carolina Retail Jewelers ‘Association—John Darden, onan Abe M. Harris, 
Hayes Jewelers, Walter 
Tennessee Horological Society, lon. —Clayton Rollins, Clinton; Fred W. Compton, 
Exec. Secy., 3473 Mayflower St., Memphis. 
Tennessee Retail Jewelers Association—William Pp. Griffin, B. F. Stief Jewelry Co., 
Pent aah Ave., N., Nashville; Joseph M. Williamson, 32 W. Broad S8t., 
00 
Texas Jewelers Association—Dell M. Sheftall, 2208 Guadalupe, Austin; David A. 
Shaviro, Free. Secy., Suite 2004, The Dallas Trade Mart, 2100 Stemmons 
Freeway, Dallas 7. 
Texas Watchmakers Association, Ince.—John H. ae 8230 Long Point, Houston 
24; James h, 423 Newton, W. Ora 
Vermont | Retail Association—William ‘Toate. Jr., Burlington; Paul V. 
Aubin, Lyndonville. 
Virginia Retail Jewelers Association—Victor Heiner, Kingoff’s Jewelers, 316 S., 
——, ei Sumpter Priddy, Jr., Exec. Secy., 1800 W. Grace St., 
mon 
Washin wer Retail Jewelers Association—KEarl Dunagan, 205 FE. Yakima Ave., 
ma; David M. Lombardo, Exec. Secy., 512 Ist Ave., N., Seattle 9. 
West Virginia Retail Jewelers Association—Randall Wooddell, 210 Main St., 
eg © Erie Rosenbaum, Box 1530, Beckley. 
Wisconsin Licensed Watchmakers Association—Gerald Jaeger, 621 N. 8th St., She- 
oygan; Ed Medla, 4958 S. Packard Ave., Cudahy. 
Wisconsin Retail Jewelers Association—Henry T. Spiegel, 818 S. Eighth St., 
Manitowoc; B. W. Heald, Exec. Secy., Route 2, Bor 550, Thiensville. 
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A Diamond 
tells 
of 
Love 


it is also an important investment. To help you choose wisely, 
here are some facts to guide you in judging quality and value. 


Much of a bride-to-be’s radiant happiness traces directly to the beam of 
light on her third-finger-left-hand. She sees, in the fiery beauty of her 
diamond engagement ring, the message of immutable love. For five cen- 
turies this precious gem has been man’s chosen way to declare his pride 
and faith in a woman and to tell of his marriage promise. 


In choosing a diamond, the rule of the Four C’s will help you buy your 
dollar’s worth. These Four C’s are: carat weight, cutting, clarity and color. 
Each of the C’s has great significance in determining quality and cost. 


There is also another C of importance to you. This is the C that 
stands for confidence in your jeweler. A reliable retail jeweler takes inter- 
est and pride in advising you honestly and will stand behind hig recom- 
mendations, As a specialist in gemology, he can show you just “how quality 
is judged, help you choose a diamond you'll be proud valk all al ae 
proud to pass on to your a tao. , 3 


What is carat weight? The size of a dia- 
mond is measured by weight, in points and 
carats, The carat is composed of 100 points, 
just as a dollar is made up of one hundred 
cents. If a jeweler shows you a diamond 
weighing 85 points, it is between three- 
quarters and a full carat weight. 


So you'll have an idea of what to expect, 
here is a range of sizes: 


0 8 8 GY 


100 points 200 points 
(i carat) {2 carats) 


$0 points 
(% caret) 


25 points 
(% carat) 


Often, you will find superior quality in 
a small diamond. Such a diamond may be 
worth more than a considerably larger one 
of less choice description. 


Larger stor.ec of fine quality are more 
rare than smaller ones and they cost more 
per carat. For instance, if two stones are 
of like quality, but one is twice the size 
of the other, the larger stone will prob- 
ably cost you more than twice-as much. 


What is meant by cutting? As a price- 
setting factor, cutting refers to the quality 
of the workmanship. How well is the dia- 
mond eut? A well-cut diamond is at its 
brilliant best when every facet has been 
placed on the stone at the correct angle 
and in. correct proportions. Diamond 
cutters are highly skilled craftsmen and 
highly paid, for this is one of the most 
painstaking trade: and there is scarcely 
any margin for error. 


Cut also refers to the shape of the stone 
and the arrangement of the facets. The 


most wlar style for ae anne 


talegi pe ae reeae - 


with 58 facets. There are, of course, other 
shapes, too, so that you may choose ac- 


Round Cut Emeraié Cuts Marquise Cut 


What is clarity? This is the absence of 
carbon spots, bubbies or other blemishes. 
Under Federal Trade Commission rules, 
a diamond may be described as flawless 
only if it shows no such blemishes to a 
trained eye when magnified ten times. A 
tiny inclusion that cannot be seen with 
the unaided eye may have little effect on 
the brilliance and beauty of a diamond, 
but the price you pay should be less than 
for a flawless stone. 


What is meant by color? While a diamond 
breaks up light so that it gives off every 
color in the rainbow, the material of the 
stone itself is ideally free of any color—a 
crystal-clear white. However, reaily fine 
whites are extremely rare and very valu- 
able, The term “blie-white”’ is considered 
inaccurate today and is seldom used by 
reputable jewelers. The variations in color 
in diarronds are so delicate they can rarely 
be detected, except when ane diamond is 
compared with others. 


What does a diamond cost? The cost of 
a diamond varies widely, according to the 
qualities mentioned (cut, clarity, color) as 
well as size. For your guidance, price ranges 
at right are based on quotations by jewelers 
throughout the country in July, 1959. 
Published by De Beers Consolidated 
Mines, Ltd., to help = in your selection 


25 points €3 (4 caval) $80 to $320 


56 points 


100 points "4 y : 


“Os 


(fq cataty $175 to $615 


_ 
(1 carat) $495 to $1590 


2 carats) $1150 te $3865 
- (lax is additional) 





SPECIAL 
DIAMOND 
BUYING 
GUIDE 


ADVERTISEMENT 


to help you sell good quality diamonds 
appears in October 3 Saturday Evening Post 


This advertisement has been planned as a sales-aid for 
every jeweler who is interested in selling good quality 
diamonds and in giving fair value. 


Appearing in The Saturday Evening Post, Oct. 3, 
it will be directed to millions of readers, your diamond 
prospects included. Mounted reprints (2 to a store) 
are available free for your use—on your diamond 
counter—in your window—to help you describe the 
special qualities of your diamonds, explain the basis 
on which they are priced. 


“Quality” is the keynote of this advertisement. 
“Information” is the means by which it helps you sell. 
It gives the public facts they need to know to be aware 
of the many characteristics that determine diamond 
qualities and value. 


Familiarity with facts about diamonds can help 


2 FREE 
MOUNTED REPRINTS 


to work for you— 
on your diamond counter 
—in your window 


engender confidence in the prospective purchaser, make 
it easier for him to ask questions, to understand and 
accept honest answers, and to be satisfied to pay a 
price commensurate with quality. 


Specifically, and in simple terms, this advertise- 
ment describes the meaning of carat weight, cutting, 
clarity and color, and how they affect quality and 
cost. It points up the availability of superior quality 
in smaller stones. It illustrates diamond sizes and 
popular cuts, gives a range of diamond prices. It 
stresses the importance of consulting a trusted jeweler. 


Plan now to put this advertisement to work for 
your store when it appears in The Saturday Evening 
Post (and long afterwards). Send now for your 2 
free mounted reprints. Order from the Diamond Pro- 
motion Department, The Reuben H. Donnelley Corp., 
230 E. Sandford Blvd., Mount Vernon, N. Y. 


Tie in with the national diamond promotion—keep diamond sales coming your way. 


De Beers Consolidated Mines, Ltd. 
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There's all one 


can ask of a 


jewelry stone in 


60-plus carat sapphire, recently cut 
from giant Burma crystal. (Actual size.) 


SAPPHIRE 


the September birthstone 


By Dr. Frederick H. Pough, Gemological Consultant te JC-K 


Sapphire crystals in the matrix, photographed 
life size, came from Africa. 


® SEPTEMBER’S CHILD is fortunate with his birth- 
stone. For sapphires share much with rubies, 
including chemical composition! And thus sap- 
phires share in ruby’s many virtues: variety, 
brilliance, and hardness. 

Like ruby, sapphire is a phase of corundum, 
with a small percentage of something else pro- 


ducing the color. In ruby it is chromium; in 
sapphire it is a combination of iron and titanium. 


Iron alone probably causes the yellow we see in 
golden sapphire, and iron with other impurities is 
responsible for some of the hues of the variously 
colored stones we call “fancy sapphires.” Iron 
has intruded into the Siam rubies to kill the fluo- 
rescence and give them the yellower red that 
distinguishes them from the Burma gems. 

In Greek and Roman days, sapphires were 
too hard for easy shaping and received the name 
adamas in token of this durability. Though little 
used in jewelry, sapphire was well known in the 
form of emery, a mixture of magnetite and co- 
rundum long used as an abrasive and still im- 
ported from Turkey and Greece. Still earlier, and 
in Biblical days, sapphires may well have been 
some other stone, possibly lapis lazuli, possibly 
azurite, the carbonate ore of copper. According to 
legend, Moses received the Ten Commandments 

(please turn to page 102) 
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(Actual 


14K White or Yellow Gold Rings with "Orienta’’ Cultured Pearls. 
Without Diamonds $18.00 up (List) With Diamonds $65.00 up [List) 


(Selection on reauest) 


Selection Sent on Request 


ORIENTA CULTURED PEARLS 


LEYS, CHRISTIE & CO., INC. 


65 NASSAU ST. NEW YORK 38, N. Y. 
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SAPPHIRE—SEPTEMBER BIRTHSTONE 
(continued from page 100) 


inscribed on slabs of “sapphire,” but we can only 
think that lapis must have been meant, for one 
does not find sapphire in slabs, nor could sap- 
phire have been readily carved in Biblical times. 

In the Priest’s breastplate, too, lapis is a more 
likely stone than what we now call sapphire. The 
corundum gem is first seen with frequency in 
church wares, book covers and jewelry in the 
12th Century. Most of the stones are pale blue, 
Ceylon sapphires. Fine sapphires appeared in 
the West several hundred years later. 


Kashmir Quality 


With many gemstones one speaks in terms of 
localities: a Burma ruby, a Kashmir sapphire, 
a Siberian emerald, for instance. We don’t, how- 
ever, mean to imply that the particular stone 
had to come from that locality. The geographical 
modifier has become a descriptive adjective, and 
it is quite possible that some ““‘Burma” ruby came 
from Ceylon or Siam. This would, in fact, be 
unlikely, for the ideal color is almost unknown 
at either of these localities. Not so with sap- 
phires; “Kashmir sapphires” are not so rare in 
other sapphire sources as are Burma rubies in 
other ruby mines. 

The ideal color of sapphire is a rich royal blue. 
But the Kashmir sapphire has something more, 
an intangible cloudiness that gives the stone a 
pleasing luminous appearance in place of bril- 
liance. The Kashmir quality also remains a fine 
royal blue by artificial light, one of the critical 
requirements for a sapphire of truly fine quality. 
Kashmir stones are comparative newcomers, hav- 
ing been first found around 1881 in a high moun- 
tain region, after a landslide exposed a vein with 
the sapphire crystals. The percentage of good 
quality crystals found even there is very small, 
the majority being white to gray through most 
of their mass. But the best Kashmir crystals 
established themselves as perfection, supersed- 
ing the Burma and Siam stones that previously 
had dominated the market. 

Clear, fine quality sapphires of a magnificent 
blue color, and more often good color than not 
in the larger sizes, are found in association with 
rubies in Burma and Siam. With the disappear- 
ance of new Kashmir supplies, Burma and Siam 
sapphires are once more the best stones generally 
available today. In contrast to rubies, they may 
be quite large. Fine quality stones weighing sev- 
eral hundred carats are known. It takes an expert 
to see the difference between a Burma and a 
Siam stone, but they share a harder look and a 
greater transparency than a stone that is called 
a Kashmir sapphire. Kashmir-type stones prob- 
ably come from Burma; only recently a very 
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fine stone weighing over 60 carats was cut from 
a Burma crystal. 


Ceylon: Light Hue 

As a rule the sapphires of Ceylon, like her 
rubies, were short-changed on pigment; so most 
are pale. For many years it was possible to ob- 
tain fine Ceylon sapphires in attractive colors 
at low prices, less, for example, than softer, less 
brilliant and still paler acquamarines. So many 
people reject as worthless, thoughtlessly, any- 
thing that does not attain what they have been 
told is perfection, regardless of its beauty just 
as it is. If it isn’t the most expensive quality (or 
looks as if it were), then it isn’t wanted at all! 
A pity, for Ceylon sapphires are a lovely, lively 
blue and not long ago could have been bought for 
very little. Now that the rest of the world has 
returned to the gem market, prices have risen. 
Buyers are actually coming here from Ceylon 
to buy fine Ceylon stones, meanwhile peddling 
their really low quality stones at what seem great 
bargains. Most of the pink sapphires that we 
used to see in abundance only a few years ago 
have now disappeared from the market, as few 
new stones are found. Foreign buyers in Ceylon 
appear to be prepared to pay more for stones 
than American buyers can afford. 

A Ceylon sapphire is easy to recognize, for 
most of them become more or less violet in arti- 
ficial light. Occasionally this change is pro- 
nounced and we have an amethystine nighttime 
stone that is known as an “alexandrite-type sap- 
phire.” By daylight they are a fine blue, among 
the deepest of the Ceylon stones. The lack of a 
better name is strange, for sapphires from Cey- 
lon are far more ancient than alexandrites and 
it is hard to understand why this fascinating, 
changeable stone should have been attached to 
alexandrite’s coattails, when it was surely known 
for hundreds of years before the Russian stones 
(which are a variety of chrysoberyl, related in 
no way to sapphire). 

A much less popular and expensive type of 
sapphire are the Australian sapphires, blue 
stones coming from Queensland. They are slightly 
greenish blue by day (dichroic in blue and green, 
while the others are dichroic in light and dark 
blues), but become almost black in artificial light. 
These stones have never been highly regarded 
by the trade, since the blue can only be seen by 
daylight, but in the past year we have seen exam- 
ples being sold abroad in illuminated jewelry 
store windows as “black” stones. Since sapphire 
takes a high polish, they make brilliant, durable 
stones, for which good prices were asked. It 
evokes an interesting thought; perhaps this, too, 
like the alexandrite, is a color change on which 

(please turn to page 120) 
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The most wanted name in cultured pearls 


Precious...the cultured pearl that pays off in profits. It’s Imperial... the best known, most wanted name 
in cultured pearls. It's Imperial ... the pace setter in new exciting jewelry fashions. It’s Imperial... the 
cultured pearl that is constantly publicized and advertised. It’s Imperial...with tailored promotions that 
bring customers into the store. Why not get the facts now from your Imperial representative. 


IMPERIAL PEARL SYNDICATE, INC., world’s largest importers of the world’s finest cultured pearis 
WEW YORK: 681 Fifth Ave. « CHICAGO: 5 N. Wabash Ave. « DETROIT: 914 Michigan Theater Bidg. + LOS ANGELES: ( Beverly Hills) 9441 Wilshire Bivd. + TOKYO: 2, 3-Chome, Yotsuya Skinjuka, Ku 


See The Imperial Line at This Show 
Dallas—Hotel Adolphus—Sept. 5-10—Room 1033/34 
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(Advertisement) 
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Quality and styling of store’s “most valuable line” help 
Edgar Levitt of Keidans close another diamond ring sale. 


How a... While the operation of a single store on a profitable 
basis poses a full-time challenge for most jewelers, an 


M Iti St enterprising Toledo, Ohio retailer has made an out- 
U ” 0 re standing success of operating six stores. 

‘ Having carefully gauged the postwar market and 

() eratio n Gets grown with it, Keidans Inc. has gradually expanded 

p from its downtown location by adding five stores, stra- 

tegically situated in busy shopping centers throughout 

Ty rn a () V @ i (} n q the greater Toledo area. Realizing the need for stream- 

lined operation and maximum sales efficiency in a multi- 

store operation, Keidans wisely placed emphasis on 


p fit 7 highly saleable, brand name lines. In the jeweler’s most 
lO S in important department, Keidans chose Keepsake, with 


Diamond Rings 





Integrated sales - adver- 
tising program of nation- 
ally advertised line fills 

= . ener “* 
need for six-store chain | ae 
7. “= : 
in greater Toledo. 


b = me. ele eo 
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Keidans Headquarters store on Madison Ave. in downtown Toledo. 
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(Advertisement) 


its merchandising program geared for volume sales 
and profits. 


On this subject, here is what Edgar Levitt, Keidans’ 
president, wrote recently to the A. H. Pond Company: 


“We have been a Keepsake Diamond Ring dealer for 18 years 
and in that time it has been the most valuable line in the store. 


“Keepsake has enabled us to get excellent turn-over in our 
diamond department on an efficient, controlled inventory, and 
also to give our customers a choice of top quality merchandise in 
a fine selection of styles. 

“When we opened our shopping center stores, we chose 
Keepsake and Starfire exclusively for the diamond departments, 
and the stores show a nice, steady profit. We now have six stores, 
all well pleased with Keepsake and Starfire. 

“In our operation we appreciate the value of your strong na- 
tional advertising and dealer merchandising program and we 
want to thank you for your valued cooperation.” 








Keepsake signs, plus window display, build traffic 


Some of the advantages of the Keepsake program that have »» pr , 
5 ; Pros for Miracle Mile Shopping Center store. 


contributed to the prosperous expansion of Keidans and thou- 
sands of other authorized Keepsake Jewelers are: 


NATIONAL ADVERTISING — A national TV program, “Ameri- 
can Bandstand” ABC-TV with host Dick Clark, the first network 
show ever sponsored by a diamond ring . . . plus big-space 
magazine advertising . . . both campaigns appealing directly to 
your best customers for diamond rings — young America. 
DEALER SALES AIDS —A full lineup including newspaper 
mats, colorful motion displays, neon sign, point-of-sale aids, 
theater commercials, radio and TV spots, consumer literature, 
and a special “teen-age” traffic building offer. 
“YELLOW PAGES” ADVERTISING —A cooperative plan to 
identify authorized Keepsake Jewelers in the “where-to-buy-it” 
section of local telephone books . . . tied in directly with all 
Keepsake magazine advertising. 
PERFECT QUALITY —A big sales advantage for every Keep- 
sake Jeweler . . . guaranteed and permanently registered for 
customer's protection by the Keepsake certificate. 
NEW, EXCLUSIVE PROGRAM FOR YOUNG AMERICA — 
An advertising and merchandising program geared specifically 
to attract more of the great teen-age market to Keepsake Jewelers’ 
stores ... for engagement, wedding and lifetime business. Keepsake shares arcade sign and dominates window 
of Great Eastern Shopping Center store, Toledo. 


If you are interested in increasing sales volume 
for more profits, write today to: 


A. H. POND CO., INC., SYRACUSE 2, NEW YORK 
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Keepsake displays are featured “up front” in new Monroe Downtown Monroe store gives center stage in win- 
Shopping Center store. dow to mass display of Keepsake. 
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All Departments 
Can Help Sell 
Diamonds 


— if you follow these simple 


Christmas-training suggestions 


by Gladys Babson Hannaford 


® CHRISTMAS TIME will be diamond time for 
some very happy people. Many of next year’s 
brides will find their engagement diamonds on 
the Christmas tree. Others who want this Christ- 
mas to be something special will think of giving 
diamonds. 

But there could be more diamond customers: 
those who just haven’t considered diamonds as 
Christmas gifts or who believe diamonds are 
"way beyond them in price. Some of these peo- 
ple may be shopping in other departments of 
your store. How can you get them into the most 
profitable part of the operation—your diamond 
department? 

When the shipments of special Christmas mer- 
chandise for other departments begin to arrive, 
enthusiasm among salespeople runs high. In the 
average or smaller than average jewelry store, 
the sales staff does the ticketing and sometimes 
takes care of the stock records. The merchandise 
is handled many times and employees become 
thoroughly familiar with it. 

But diamonds seem to be a thing apart. The 
rest of the staff seldom really get to know them. 


Prepare for Idea-Hunters 


Yet, a jewelry store is an intimate operation. 
Even though employees are assigned to specific 
departments, they should know the merchandise 
in others. Then they’ll be ready for customers 
who have nothing specific in mind and shop first 
for ideas. You can be thankful if their “idea- 
hunting” is done in your store. But, be sure 
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that your employees are alert to this type of 
shopper, prepared to supply ideas not for one 
gift but for several. 

It is not too soon to have a series of meetings 
to familiarize all employees with all departments. 
Make them understand the importance of being 
able to suggest something in another department 
when they are unable to make a sale in their 
own. Let them see that a sale in any depart- 
ment benefits the entire store. Many jewelers 
have found this a most profitable program. 

Too often, the diamond department is isolated 
from other departments, not by its location but 
rather by the feeling that this is a separate and 
rather technical island within the store. True, 
highly specialized knowledge behind the counter 
will sell more diamonds; but that kind of knowl- 
edge isn’t needed to interest a potential customer 
in looking at diamonds. 


Stress Low-Priced Diamond Gifts 
Since the diamond department is so important 
to your profit picture it would be well worth 
while to hold more than one meeting to discuss 
your diamond stock. At the meetings, you can 
prepare your staff for customers who do not 
know what to buy, but who have fixed amounts 
they plan to spend on each gift. (Men are usually 
a little more elastic about this than women.) To 
be able to suggest diamonds as gifts, all em- 
ployees should know the lowest price at which a 
diamond gift can be purchased. Many shoppers 
(please turn to page 121) 
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Star Sapphires 
Star Rubies 
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Emeralds 
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by Seymour Greenberg* 


Before joining a Shoppers’ 
Service Credit Plan, the author 
says, jewelers should “‘weigh 
their need for cash against: 
loss in revenue, loss in carrying 
charge, loss in customer con- 
tacts and loss of add-on sales”’ 


@ SOMETHING NEW HAS BEEN ADDED to the con- 
sumer credit picture; the bankers’ retail credit 
financing plans are confronting credit jewelers 
with one of the greatest controversies in many a 
year. 

Before discussing this rather disturbing de- 
velopment, let’s look at the financing methods 
which have been available to credit jewelers in 
the past. (I refer here only to the so-called short 
term financing which is chiefly for meeting sea- 
sonal needs and not to the leng term variety for 
capital needs.) 

If you have sufficient capitalization, all you will 
need are short term loans from a bank to tide 
you over the seasonal peaks; but if your business 
is not sufficiently capitalized, there are several 
alternatives other than regular bank loans: You 
can put more of your own money into your busi- 
ness; you can borrow from friends or relatives; 
you can sell stock to the public, perhaps; or you 
can reduce your scale of operations, thus reducing 
your financial needs. 

Another method, available for some time, is 
to pledge all your accounts receivable to a finance 
company which will advance you working cap- 
ital. This method of borrowing is more costly 
than borrowing via regular bank loans. You no 
longer own your accounts—they are the property 
of a finance company. In effect the finance com- 
pany has become your sole source of borrowing 
because when you do not own your accounts, you 
have very little left as a basis for obtaining credit 
elsewhere. 


Panacea—or Not? 


Now we come to that “something new” which 
has been recently added. This is the method of 
financing by selling your sales to a bank at a 
discount. A generic term for this method of 
financing might be the Shoppers’ Credit Service 
Plan. Basically the system works as follows: 


e The bank signs up merchant members who usually 
pay $25 membership fee per store and miscellane- 
ous other service charges. 


The bank establishes credit accounts with con- 
sumers, usually with a fixed line of credit, or possi- 
bly a revolving line of credit. When the account 
has been established with the customer, he is 
given an identification card. The customer goes 
into a member store and makes a purchase. The 
merchant turns in the sales slip to the bank and 

(please turn to page 110) 








*Mr. Greenberg is president of the Royal Diamond 
& Watch Co., Yonkers, N. Y., and chairman of the re- 
search committee of the Retail Jewelers of America. He 
is a graduate of Harvard Business School. This article 
is based upon his address before the RJA convention at 
Chicago on July 20, 1959. 
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Originally established 1866 


Kahn. Jacobson, [nc. 


Formerly 
L. & M. Kahn & Co. 
and 


DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Telephone: ClIrecle 6-4313 


Jacobson Bros. Diamond Corp. 82/34 Holborn Viaduct, London 


Cable Address: “‘Redlace’”’ New York 











NEW 


TURTLE 
PINS 


Genuine agate stone resembles 
real turtle shell. Matching stone 
.for head. 12 colors! 6 on plush 
card! 
No. 275, 12K G. F. 

$9.00 Key, each 


No. 298 $48.00 Dozen Key 


Smart chain and bar style, 1/20 
12K Gold-filled. One dozen on 
plush display pad. 


America’s Most Complete Selection of Scarab Jewelry 


Superb designs, master-crafted with imported European Scarabs, 
priced for mass market selling! Promotion material available. 


No. 2/30 Button Earrings $15.00 Key 
No. 2/38 Drop Style 16.00 Key No. 264 Circle Pin. .$11.00 Key 
Lovely cluster design 1/20 12K Gold-filled. Colorful charmer. 1/20 12K G.F. 


Order No.'283 “MINEA” Watch Attachment, 20 10K White or Yellow G.F $9.00 Key 


—§= oS Hi = |= (=) ee 


. 281 7 Stones, 642” $10.50 Key No. 281X 8 Stones, 72" $11.50 Key 
“Muti” Bracelet for ladies or little girls. 1/20 12K Yellow or White Gold-filled. 


114 SANSOM ST., PHILADELPHIA 6, PA. © WaAlnut 2-2356 oe WRITE FOR CATALOG! 
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RETAIL CREDIT PLANS 

(continued from page 108) 
he is credited, usually with 94 per cent of the sale. 
The customer then makes all of his payments to 
the bank paying a service charge which generally 
runs from .98 per cent to 144 per cent per month. 
(There are occasional exceptions such as the 
Chase Manhattan Bank which charges only 6 per 
cent per annum discounted.) 


This method of financing has stirred up a lot 
of arguments. Some of you may look at the sale 
—at a discount—of vour sales to a bank as a 
panacea for all your ills; some of you may con- 
sider the continued growth of consumer financ- 
ing plans by banks as the death knell of the 
regular installment retail method of doing busi- 
ness. Both cash jeweler and the credit jeweler, 
in some cases, see the system as a welcome crutch. 
The former may feel that he now has a means 
of making sales that he never could make before 
because he was unwilling to carry the account. 
The credit jeweler may feel that he has at last 
found a solution to his credit-collection problems 
and financing troubles. 

Is it, however, a panacea for either type of 
jeweler when you recognize the following? 

Whether you have merely started off by sell- 
ing your account to a bank at a discount—or sell- 
ing to a customer who has given you a “Special 
Loan Check’’—you may eventually find that the 


customer will smarten up and use his bank credit 
to buy from a discount house and thus by-pass 
you altogether. 

Those of you who are in the credit business 
and sell your accounts, lose all contact with your 


customer because, henceforth, payments are 
made to the bank and not to your store. What 
good, therefore, will it be to fight to get new 
accounts when you won’t see your customer who 
should be coming into your store regularly to 
make payments, so that you can make the all- 
important add-ons? It is axiomatic that you can- 
not sell people if you don’t see them. 

These are obvious disadvantages. Now, here 
are some other things to consider: 

Can you afford to give up the 6 per cent dis- 
count which you are paying the bank and the 
carrying charges which you are no longer col- 
lecting (another 6 per cent to 8 per cent of your 
sales)? The answer to this is probably in the 
affirmative—strictly from the finance point of 
view—if you can eliminate your credit-collection 
personnel. 

But there are other considerations: Will the 
bank accept every risk? Will the bank continue 
to extend credit to accounts who pay them in a 
delinguent manner—the same as they pay us? 
If you and I make a sale on a 40-week basis and 
it takes a customer a year to pay we resell them. 
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But, will the banks continue these accounts? 

From the credit jeweler’s point of view, it 
seems to me that the whole question of whether 
or not to join up as a merchant member requires 
careful thought. It must be resolved by weighing 
the need for cash against the loss in revenue re- 
sulting from the sale at a discount, plus the loss 
in carrying charge revenue, plus the undoubted 
loss in volume from the impairment of the ability 
to make add-ons. 

I would say that the credit jeweler who be- 
comes a member of a consumer credit bank plan 
will find that he is rapidly becoming a cash in- 
stead of a credit jeweler. 


Check Credit Accounts 


Another phase of “something new that has 
been added” in retail consumer financing is the 
so-called “Check Credit Account Method.” Under 
this method the bank again sets up a line of 
credit for the consumer and hands him a check 
book. The consumer may then, at his discretion, 
buy merchandise anywhere he pleases. 

As applied to us retailers, this plan is closely 
allied to that under which the customer receives 
a credit card; because here, too, the bank enters 
into an agreement with the merchant. 

This plan, however, has a hazard not inherent 
in the charge card method. When a customer 
has in his hand a check, he has the privilege of 
making his purchases any place he sees fit. When 
that is the case we credit jewelers may just stand 
on the outside. The big question confronting us 
is whether the continued growth of either plan 
can eventually mean the end of the present day 
retail installment store. 

Andrew Painter, vice president of the First 
National City Bank of New York, says that the 
so-called check credit account innovation is “an 
exciting and intriguing development in retail 
banking which holds much promise for commer- 
cial banks to offer the American public a well- 
rounded field of financial service.”’ 

A recently published report on charge account 
banking in The American Banker tells how 
rapidly the plans are developing. A survey for 
the three months ending Dec. 31, 1958, showed 
that 32 reporting banks had more than 12,000 
stores signed up as members; that these stores 
had 725,000 customers. The check credit plan is 
newer than the charge account plan, having been 
originated in ’55 by the First National Bank of 
Boston. The First National City Bank of New 
York which adopted it in February 1959, received 
42,193 applications in a three-month period—of 
which, incidentally only 21,635 were approved. It 
does not take too much foresight to grasp the 
possible impact of these bank credit methods on 
the regular credit establishment. Zee 
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JEWELRY 
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Medical people are proud of 
their profession and like to 
show it by wearing caduceus 
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buttons, and cuff links with 
caduceus design, from our 
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of emblematic jewelry. 
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82 CHRISTMAS IDEAS 

(continued from page 73) 

liance of our Christmas selections. With us, the 
joyful glow of the holiday season is truly reflected 
in the gleam of silver, the smoldering glint of 
diamonds, the bejewelled charm of luxurious cos- 
tume jewelry... .” 

e Arrange two display cases: one marked 
Gifts V’hich Men Like Most; the other Gifts 
Which Women Appreciate. Customers at Cory 
Jewelers (Denver) welcomed this aid to Christ- 
mas shopping. Items displayed, chosen from the 
store’s best-seller list, ranged in price from $2 to 
$75. Volume sales were in the $5 to $10 bracket. 
@ Stage an impressive diamond promotion just 
before the Christmas shopping season—to draw 
new potential customers into your store and to 
implant a desire for diamonds. This is recom- 
mended by Hurdle’s Jewelers of Boulder, Colo. 
In mid-November last year, they brought in a 
shipment of loose stones from Johannesburg, 
South Africa; a ro lection of historical diamond 
replicas; groups of brilliantly colored diamonds 
and top-notch examples of modern diamond-set 
jewelry. ... More than 2500 persons visited the 
store during the week’s exhibit. 

@ Write letters to businessmen (take names from 
Chamber of Commerce and Jaycee lists) urging 
them to shop early to avoid the Yuletide crush. 
Enclose printed “Christmas Gift List’”’ blanks for 
their convenience and a list of suggested gifts 
(from the store) for wives, sons, daughters, 
friends and business acquaintances. And offer 
them credit on purchases—payments not to start 
until after Jan. 1. A Mid-West jeweler mailed 
this material about Nov. 15, gained many new 
men customers. 

@ Advertise in various local publications as well 
as in the newspapers. Good spots, says a Balti- 
more jeweler, are periodicals put out by local 
schools and colleges; religious organizations and 
hotels in your area. 

@ Use manufacturers’ material for direct mail, 
reminds Theodore Overbeck, a Maryland jeweler. 
“The watch and jewelry factories sent me colored 
promotional folders to include with regular mail- 
ings—and they brought good results.” 

@ Hire a professional window trimmer for your 
most important windows. “It’s worth the cost,” 
a Baltimore jeweler claims. 

@ Put in one Christmas gift window seven weeks 
ahead ; then add more holiday windows as the sea- 
son grows nearer. 

@ Take portrait pictures of customers (with a 
Polaroid camera) without charge—to be repro- 
duced on photoengravings for 14K gold charms, 
bracelets or pendants. Siderides Jewelers of 
Union City, N. J., cashed in on this idea. 
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e Arrange four-tiered revolving tables featuring 
Last Minute Gifts at $1 to $2; and place the 
tables where they flank the main aisle. The Hess 
Jewelry Co. of Lakewood, Colo., took in hundreds 
of additional dollars last year from their revolv- 
ing tabie. Trays—3 feet to 10 inches in diameter 
—were covered with velvet or satin display cloth. 
@ Devote one window, early in December, to a 
huge map of the United States and Canada; and 
indicate on it the air time required for carrying 
gifts from your city to key points throughout 
the continent. The Chicago jeweler who used this 
idea included, in his popular window, light weight 
(low postage) gift items. 


Gift-Wrapping 
@ Post small bulletin boards throughout the 
store and affix to each a 3x2 inch package, each 
wrapped differently. Zale’s of Denver put up 12 
such plaques last year—in each display window 
and throughout the store. 


The blue covered 


ZALE GIFT 


Va, ; 
vVUF Select 4A 
B Sth by 
SOU fit 
winy Wrapped 


AT NO EXTRA CHARGE 


boards carried this message in gold letters: 
“Choose a Zale gift .. . it shows how much you 
care. ... Your selections beautifully wrapped at 
no extra charge.” 

@ Gift-wrap with automatized gift-wrapping 
apparatus—and place the equipment, early in No- 
vember, out where customers can’t miss it. People 
are fascinated with the automatic bow-maker, 
vari-colored materials, etc., says Leon Fishman 
of Denver; and shoppers obviously prefer a 
store when “you can get your purchases gift- 
wrapped in two minutes.” 

@ Set up a rapid gift-wrapping service (hire 
housewives to work in 4-hour shifts) and make 
it available to anyone at the bargain price of 
three packages for a quarter. When Wahl Jewel- 
ers of Des Plaines, IIl., adopted this idea last year, 
it increased traffic, good will and sales. 

e Gift wrap, attractively—and free, says Oscar 
Caplan of Baltimore. He ties large silver hollow- 
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ware pieces with wide ribbon and lavish bows. 


Special Promotions 


® Play up gifts for pets. Cortland Jewelers of 
Minneapolis featured silver ident canine collars 
last year—and ran a contest to publicize the 
“special.” Dog fanciers were invited to bring 
their pets’ pictures into the store. A composite 
of the photos was displayed in a window. 

@ Send direct mail pre-Christmas circulars in 
October—and follow up Dec. 1 with a credit card 
which announces a free gift with each purchase 
of $14.95. Jules Morstein of Baltimore found that 
successful. 

® A Christmas tree for free— with every $25 
purchase. That’s what a West Coast jeweler of- 
fered last year with good results. The customer 
receives a voucher exchangeable at a Christmas 
tree lot for a home-size tree. 

@ Offer a frosted food Christmas dinner for five 
—with each $100 purchase. The Minneapolis 
jeweler who did this last year, urged, through ad- 
vertising, that family members pool purchases 
at his store to qualify for the “dinner on the 
house.” 

@ Hire a Santa Claus for evening calls (on ap- 
pointment only) at homes of families with small 
children. The Albuquerque jeweler who dreamed 
this up, armed Santa with candy for the kids, 


credit vouchers (worth $2 on each $25 purchase) 


ee contents of th she 
Write for you 


i 
a 
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for the parents to use in shopping at the store. 
@ Use radio to publicize special promotions. 
Prastaka Jewelers, Cedar Rapids, Iowa, took a 
spot on the 9 a.m. news every morning during 
the first three weeks of December. When they 
offered a free ball-point pen to the first 50 peo- 
ple to visit the store, nearly a hundred were at 
the door, 25 minutes later, when the store opened. 
@ Small organs, that retail at $129.95 each, 
helped Piccione’s Jewelers of Ravenna, Ohio, have 
a “merry Christmas” last year. The store sold 
45 organs in six weeks. 

e Bring “Santa Claus” into the store for a pre- 
view visit one evening in November and invite 
the kids and their parents. While Santa listens 
to the kids’ wants, grown-ups shop at counters of 
pre-Christmas specials —at special prices. A 
Southern jeweler found this valuable. 

e@ A Christmas snapshot contest (entries ac- 
cepted Dec. 1-30; prizes awarded Dec. 31) can 
draw traffic to a store that carries cameras. It 
worked well for a Southern jeweler. 

@ Free box of Christmas cards (high quality, of 
course) with every $20 purchase proved a popular 
come-on for Hanger Jewelers of Des Moines. 

® Inject some humor into your promotions. “We 
Are Having Our After-Christmas Sale Now,” pro- 
claimed a big poster just inside the entrance door 
at Fairway Jewelry, Colorado Springs. The gim- 
mick drew newspaper comment. Zee 
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What’s she up to now? Roman Kosinski watches with mixed puzzlement and admiration 
as his new help—his wife Isabel—turns on her woman’s charm to complete a sale. 


Things start popping—and fast — 


WHEN MY WIFE WATCHES THE STORE 


by Roman Jan Kosinski 


If you never have seen your store through the 
eyes of a discerning woman who is getting her 
first taste of merchandising, you'll be interested 
in what Roman Kosinski found out when his 
wife joined the staff. Isabel was “conscripted” 
when Kosinski’s 54-year-old firm was moved to 
larger, busier quarters in suburban Chicago... . 
Mr. Kosinski says that he wrote this story “for 
the amusement of other jewelers.”’ We think that 
Mrs. Kosinski’s observations are both enter- 
taining—and educational! The Editors 


® IT’S AN AMAZING THING—about my wife and 
the jewelry business. 

I’ve been in the trade all my life; literally. I 
was born the son of a jeweler and cut my teeth, 
you might say, on a pallet arbor. I’ve had 20 
years’ actual experience in jewelry store opera- 
tion, plus technical schooling, plus exposure to 
others in the trade—plus the benefit of profiting 
from my own mistakes. 

Yet, in slightly less than six days, my wife 
mastered all I know—and more! I marvel at her 
sagacity!! 

The second day on the job she rearranged our 
watch repair system, instituted a streamlined 
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wrapping service and endeared herself to scores 
of customers. The fact that this put me some- 
what second in command of my own store was 
injury only to my ego. 

During that first astonishing week, Mrs. K 
came up with certain gems of wisdom that should 
be called to the attention of every jeweler who 
wishes to succeed. 


Take the matter of terminology. She simpli- 
fied the jewelry language by referring to all white 
stones from diamonds to rhinestones as “jewels.” 
My laborious hours on tax work were “playing.” 
She’d caution me to stop “wasting my time” and 
get to work cleaning silver. (To her, only the 
physical is really work.) 

I learned some new phrases, too. A $600 
platinum diamond watch can be “swish”; a dollar 
pair of bone earrings “elegant”; a karat gold 
charm bracelet “‘chi-chi’’—and any item she didn’t 
want to sell “weird.’”’ Oh, yes; an easy customer 
was a “living doll.” 


My habitual role is that of the dignified, 
well-informed jeweler of integrity. I never com- 
ment on a woman customer’s coiffure or attire! 
(My sole exploratory attempt along those lines 
left much to be desired.) But, I now admit, flat- 
tering remarks about a hairdo or a new jacket 
from one woman to another are well taken and 
aid a sale; even when those remarks interrupt 
my professional patter. 

As time went on, I learned from Isabel how to 
get rid of choice pieces quickly and hang on to 
the dogs. You just give the nice things to friends 
and relatives for birthdays and anniversaries. 
Also, I found out that my traditional system of 
“sneakily palming off’’ an aged item on a church 
bazaar was “beneath” me and “degrading.” Now 
we pull out something new and shiny—from ac- 
tive stock. 


Mrs. K’s Hints on Buying 


I’ve always thought of myself as an aware buyer 
—quick and thorough. But, during those six days 
of Isabel’s apprenticeship, I saw my all-city 
record of 13 telescoping jewelry cases in an hour 
and 12 minutes jump to nearly three hours. Of 
course she had to learn; and the best way to 
learn was to assist (?) me in buying. 

Ordering a “dozen assorted,” for instance, was 
“all wrong.” Particularly in a year “when coral 
and sand are the best colors. ...” She was 
quite definite in her assertion that costume jewel- 
ry that costs $6.75 per dozen “looks cheap.” And 
I got an inkling of what my customers must 
think of some of my choices through a pro- 
nouncement which went like this: “I wouldn’t 
wear that to a dog fight.” 

After each sale I made—or didn’t make—Mrs. 
K was good enough to hold a semi-public critique 
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of my methods in front of the other sales help. 
Her analysis of a “walk-out” was most discern- 
ing and, in most instances, she placed the blame 
in an embarrassing spot—my lap. 

For example, I’ve prided myself on my tech- 
nical knowledge of diamonds. Yet, despite my 
superior knowledge—and very competitive prices 
—a prospective sale dissolves, once in a while, 
with a “well, we’ll think it over.” 

After one such occurrence, Isabel observed, 
“Those kids were head over heels in love. They 
didn’t want to hear about top Wesselton versus 
top Capes, or whatever you were telling them. 
They wanted to hear that the perfection of that 
diamond symbolizes the perfection of their love. 
You should have romanced that sale, not deluged 
them with technical jargon. Your cue was the 
stars in their eyes!” 


Criticism Justified? 

I didn’t show my hurt indignation; because, 
deep down inside, a small voice said she was 
right. Next time, I’d do a better job of judging 
what my customer wants to hear, I decided. Not 
only because it would probably make more sales 
but—which seemed of more concern at the time 
—it might keep my severest critic from sounding 
off in front of the help. 

Then, there was the time I blew a sale of high- 
priced china. As always, I’d taken the tack of 
selling prestige, quality and elegance. Said Mrs. 
K: “I think that lady would have appreciated 
knowing that expensive china is really inexpen- 
Sive because you don’t have to throw away a set 
if you break three or four cups in the next ten 
years. You can always get replacements. And 
that’s not true of some of those nondescript pat- 
terns.” Shrewd? 

The earring “walk-out” is another example. 
The customer was a large, beefy women and I 
tried to advise her on the size of the earrings she 
should wear. Delicately, but adamantly, I insisted 
that the larger ones looked better and were more 
in keeping with the trend. (Those tiny earrings 
she kept fondling were ridiculous on her ele- 
phantine ears!) She decided she’d “look around 
some more.” 

Mrs. K really lectured me on that one. “Of 
course you were right,” she said. “That woman 
looked awful in tiny earrings. You were doing 
her a conscientious service; but you weren’t sell- 
ing. Her vanity was involved. She’s convinced 
herself that she isn’t large; she probably is the 
kind of woman who asks for a size seven shoes— 
to squeeze her size 10 feet into. People make 
themselves feel that they are what they want to 
be; and you can’t change them.” 

Again I had to admit she was right. I won- 
dered whether my many years of selling had 
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weaned me away from understanding why people 
do what they do and turned me into a mechanical 
dispensing machine. 


On the Other Hand... 


But don’t feel too sorry for me, brethren. Since 
those first few days, things have taken a turn 
for the better. 

True; the silver hollowware never has shone 
so brightly as since it’s been exposed to my wife’s 
energy; but never have tags been so mixed up, 
either! Also, Mrs. K has left the cost mark off 
a few dozen sales slips; mistaken a diamond for 
a zircon and a 14K piece for costume jewelry; 
sold a tarnished gold filled locket as “rose gold.”’ 
Once she marked and stocked consignment mer- 
chandise—and it didn’t show up missing for 
weeks. 


Score Evened 

By now, Isabel has her own score of “walk- 
outs.” (She’s even graciously called some of my 
big sales—anything over $1000 — “achieve- 
ments.’’) She’s taken care of three customers at 
once when her head and feet ached and company 
was coming for dinner; she’s been exposed to 
the drudgery of our business—such as putting the 
stuff into the cases in the morning and taking 
it out at night day after day after day after day. 
She is becoming a real pro. 

After six months of feminine help, I can hon- 
estly say: Bringing my wife into the store was 
the best thing that ever happened to me. We've 
been married 20 years; and at last we talk the 
same language. 

Furthermore, a lot of time-worn ideas of mine 
have gone out the window. The store seems to 
have new sparkle. The feminine touch is in evi- 
dence everywhere. (Never were more beautiful 
tioral arrangements displayed in a jewelry store— 
most fitting when business is slow; it gives the 
place that mortuary smell.) 

Kidding aside, though. Take it from one who 
knows: Every jeweler should sometime have his 
wife watch the store. Bean 





Clockmaker Daniel Quare, an English Quaker, 
was the inventer of the mechanism for driving 
two hands and the originator of the practice of 
giving each timepiece a serial number. But as a 
Quaker he was opposed to taking an oath of any 
kind and was a “conscientious objector” when it 
came to war. So while he was being honored by 
royalty for his work, he was being prosecuted 
and fined for his refusal to pay taxes for the sup- 


port of the army. When he was made clockmaker 


to King George I, he had to be excused from tak- 
ing the oath of allegiance. 
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your customer’s eyes you can capture 
the dramatic impact of a diamond with 
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with the Mark IV Gemolite. All across 
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Convention Bonanza: When Hendrick’s Jewel- 
ers of Sterling, Colo., learned that the State 
Fireman’s Association planned a_ three-day 
meeting in this northeastern Colorado com- 
munity, they dreamed up a “golden gimmick” 
for getting delegates into the store. With the 
cooperation of the Association secretary, a 
list of numbers was printed on each conven- 
tion program. Certain numbers were good for 
free gifts Literally scores of firemen 
(prime, free-spending prospects for souvenir 
and gift buying) swarmed into the store to 
see if they were “winners”; purchased a record 
three-day volume of gifts, watches, ete. 


Good Will Diamond: When Riverside, Calif., 
celebrated its 75th anniversary, seven jewel- 
ers pooled resources to place a one-carat dia- 
mond ring among shoppers’ prizes. The gift, 
appropriate for a 75th anniversary, brought 
the donors newspaper publicity, additional 
store traffic before and during the three-day 
Downtown Riverside Anniversary Sale. 


ors a a & . . me 


Mail it Here: Best move that Habeeb’s Jewel- 
ers ever made was to install a postal sub-sta- 
tion in the store, at the rear. 

“It has increased our traffic four to six 
times,” says Emil G. Habeeb, owner, “and 
brought us hundreds of new customers and 
friends. 

“As a result, we’ve seen a lot more impulse 
buying; sold many more gift items and pieces 
of costume jewelry—with some large-ticket 
sales in between. Our jewelry and watch re- 
pair business has nearly doubled. Altogether, 
I would say that the postal sub-station has in- 
creased our business by nearly 30 per cent.” 

Habeeb’s is located in the Town and Country 
Shopping Center, Corpus Christi, Tex. 
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gems in the world. 


Elegant and graceful . 


. St 
A fine Linde Star NEW YORK CITY 


Alsan Mfg. Co. 
Beckerman & Lerner 








Synthetic Sapphire 
set in a glittering cluster } 
of diamonds; mounted 
P in delicate white gold. . ao Ray , 
Repair Business Booster: A sign which lists , An original creation from J Br — 
all the repair services offered by Coomer Jew- Bote}! Ring Co., Ine., N.Y. << - oe 
’ . . ) Coronet Jewelers 
elry Co. of Denver, Colo., has produced a five- ae | Davidson & Sons Jiry. Ce. 
time increase in repair volume. Ao | D' Esposito Bros. 
Dissatisfied with the amount of his repair | Fo coe & Gs, 
business 18 months ago, Albert Coomer Sen Vremmen, 
er a ai | -» Ine. 
¢quizzed a few customers; found they had no gy tet 
idea of the services he offered. So, up went & Co., sir. ioe. 
this sign where waiting customers couldn’t ag Sree 
it Harry Guise, Ine. 
Ce . Hamburger Co., Ine, 
ng Co. 





miss 

Now, Coomer’s repair department is busy 
reconditioning not only watches and jewelry, 
but also mechanical pencils, fountain pens, 
electric shavers, cigaret lighters, watch bands 
and other merchandise. And the additional 
traffic has led to additional! sales. 


gees b LT oe 


Skalet Mfg. Co., _ 
Wax ointk, 


: , = 1. 8 m. Weed & Sen i 
Parking Discs—Free: A brass token, good for | , — 


. ; , ’ 

. nae , BUFFALO, WN. Y. 
one hour’s parking in a nearby garage, goes en Insti aati te 
to every customer of W. R. Burke Co., jew- , M.A. Reich and Co. 
elers, Beverly Hills, Calif.; even to those who , ee 

‘63 . ” ‘ ’ an CHICAGO, ILL. 
are “just looking,” but say they’ll be back. | — ees 


Slightly larger than a nickel, the discs are — Hart Ring Co., Ine 
‘ ; ‘ , / Hirseh and Oppenheimer 
made in Burke’s shop; “cost very little .. Harry Re gp 
. . m e Fre itzer Ce., 
build us a lot of good will.” William W. Byrd, et Stein & Ellbogen Co. 


store manager, says they’ve accounted for a ao meramape.in 
| Goodman and Company 





MIAMI, FLORIDA 
Louls Lang & Ce. 


MINNEAPOLIS, MINN. 


Ostbye and Anderson 
‘Linde’ Stars are the only Ring Specialty Ce 


ST. LOUIS, mo. 
synthetic star sapphires and Kinsley & Sons, Ine. 


Fratianne Mfg. Ce. 
1. > Ce Mfg. Ce. 


ewireky Bros., ine. 
The Vieter Cerp. 


star rubies produced under 
quality controls so rigid 


they match the perfection 
PENNSYLVANIA 


5 per cent increase in new business. Some- te 
times they’re passed on to friends who have of natural star gems. aah, ma 
cars; sometimes they wind up as pocket pieces. 

: , ' PROVIDENCE, R. |. 
Either is fine for promotion purposes since . Dolan & Bullock Co., Ine. 
the tokens carry the name of the store and 

$ NEW JERSEY 
the garage, as well as the words “One Hour . Some yyr4 Ce.. tae. 


Parking.” 





| & F. Feiger, ine. 
Another advantage: Less fuss than. parking | a Jape! Ring Mis. Co. Im s 
' » a -. i Lart “* 


tickets. No need to take time to validate a arter & Sons, Ine. 


ticket; and the garage just turns the discs 


= WORLDWIDE DISTRIBUTORS 
in, along with its bill, at the end of the month. CHARLES F.uWINSON 


SAO FIFTH AVENUE JEW! YORK é COLUMBUS 5-2656 





* ‘Linde’ is a registered trademark ef Union Carbide Corp 
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SUCCESSFUL 
SALE 
IS AN ART 


by Manny 
Silverman 


THIS [S YOUR MOMENT 
OF DECISION! 


YOU MUST CONTACT US NOW 
FOR FALL SALES. . . . JUST A FEW 
OPENINGS LEFT. 


Every year, many jewelers contact us too late. 
They want November or December sales and we 
are solidly booked up and can't handle them. 


Many times this is detrimental to us as well as 
to the jeweler. We accept sales on a first come— 
first served basis; which means we may tie ourselves 
up to a sale with a smaller potential, and not be 
physically able to handle the better store. 


Last year, five jewelers contacted us too late. 
Their aggregate potential was enormous. We lost 
out and so did they. 


Remember! It costs you nothing to contact us 
and get our analysis. Only if we both feel that we 
can mutually profit from our Association, do we pro- 
ceed to contract. 


DON'T BE SHUT OUT.... 
CONTACT US NOW FOR AN 
IMMEDIATE APPOINTMENT. 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 FIFTH AVENUE 
NEW YORK 36, NEW YORK 


Telephone: PLaza 7-4692-3 











SAPPHIRE—SEPTEMBER BIRTHSTONE 
(continued from page 102) 


we could capitalize, instead of apologize. 

For the less well-heeled customer we have the 
synthetic sapphires which in color approximate 
the finest quality clear stones at very modest 
prices. Most “synthetic sapphires” are not really 
synthetic sapphires at all, but synthetic, sapphire- 
colored, spinels. One would expect from glass 
experience with cobalt that it, rather than iron 
and titanium, is the coloring agent that gives 
sapphire its hue. However, when we attempt to 
dissolve cobalt in Al.O;, the combination of ele- 
ments that make corundum, we end up with a 
glassy material filled with little black specks. It 
turned out, however, that cobalt would dissolve 
very nicely in Mg0Q.AI.O;, the composition of 
another Ceylon gem, spinel. Cobalt was missing 
in Ceylon, we never get sapphire blue spinels 
there! In spinel, cobalt produces very lovely, 
almost Kashmir blue, stones. Spinel is a little 
softer and easier to work than corundum (Mohs 
§ instead of 9), and easier to make by the 
Verneuil process. Nearly all the “synthetic sap- 
phires” of jewelry are actually spinels. 


Star Sapphires 


For the customer who wants a birthstone ring, 
but nothing trite, the jeweler can offer a star 
sapphire. These stones are also becoming more 
expensive, and the ideal combination of good 
color and a good star is hard to find. It is essen- 
tial that the stone be cut with a reasonably high 
crown to bring out the star. Those Ceylon deal- 
ers mentioned above often show very flat stones, 
sometimes with more of the weight on the bot- 
tom than on the top, and tops so flat the star is 
lost in girasol. They have to be recut, with a 
loss of about half the weight, to become accept- 
able stones, after which they are no longer such 
great bargains. The gray star sapphires are rela- 
tively cheap; a fine blue color is essential to a 
good stone, which may be quite costly, but always 
less than the facetted sapphire’s selling price. 

Linde synthetic stars are used by so many 
manufacturers that they are available in a wide 
choice of attractive settings. They are far from 
cheap. Jewelers have found for years that the 
prices have been well maintained so they can be 
confidently stocked. They were the first of the 
post-war man-made stones of high cost to receive 
general acceptance. 

The September stone really supplies all one 
can ask of a jewelry stone: rare or common, dear 
or cheap, stimulating or just beautiful, and any 
of them available! How fortunate is the person 
who belongs to this month, and the jeweler with 
a lot of September birthdays. His task is made 
easy, he only has to do a little selling! @ @ SB 
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ALL DEPARTMENTS CAN HELP SELL DIAMONDS | 


(continued from page 106) 


have no idea they can buy a diamond gift for the 
amount they have to spend. 

For example, diamond pendants are sold in a 
wide range of prices. Even a tiny diamond looks 
important if the length of the chain is such that 
the diamond rests in the hollow of the throat so 
that breathing and speaking keep it in constant 
motion. Also, each employee should know at 
what price your earrings start, your brooches 
and charms with a tiny diamond. 

Of course, your salespeople should be familiar 
with your more exciting pieces, too; but often 
it will be the lowest price that intrigues the cus- 
tomer and sends him to the diamond department. 
Your diamond specialist can go on from there. 

Have a plan and follow it through. The plan 
should be store-wide—with the emphasis on dia- 
monds; because diamond dollars are important 
to you. 

In addition to the immediate profit, there is 
another side to the picture. The diamond Christ- 
mas, both to the recipient and to the giver, is 
likely to be a Christmas long remembered—and 
your store wili be remembered with it. am & 





Can You Top This? 


You told a cute story in the July JC-K about a 
jeweler who advertised U. S. silver certificates 
(dollar bills) for 69¢ and only got five takers. 
Well, how about this one? 

During a recent promotion we displayed on a 
showcase in a well-travelled aisle about two dozen 
Canadian quarters which were worth, at the time, 
about 26¢ each. A sign read: Canadian quarters, 
21¢. 

Salesgirls were instructed to “try to sell them.” 
They did. Even I tried. Some customers walked 
away, suspicious. Others listened, simply shook 
their heads. Still others refused to listen. One 
group of teenagers thought there was “a gim- 
mick.” Another accused us (mildly, of course) 
of “some racket.” 

After an hour or so we gave up, put the 
quarters into the register. We had sold not a 
single one. 

Simon Sandler 
Sandler’s Jewelers 
Gloucester, Mass. 


Write us a note about your most unusual busi- 
ness experience—don’t worry about literary style. 
We'll pay $5 for each experience we publish. Ad- 
dress: JC-K editorial department, 56th and 
Chestnut Sts., Philadelphia 39, Pa. (All manu- 
scripts become the property of JC-K and cannot 
be returned. Your name and town will be used 
unless you request that they be omitted.) 











JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1959 


Good taste calls for 


Monarch 
Price Marking 


Jewelers have been called “hard 
goods florists.” Because you are 
selling beauty and good taste, 
your business should reflect 
quality in every detail. That 
would be reason enough for 
using neat, legible Monarch 
Price Marking .. . however, there 
are many reasons. (Such as: 
Protecting your profits!) We'd 
like to tell you more. At no 
obligation, of course. 


Monarch Junior 
price-marking machine 


Use the coupon without obligation. 


The MONARCH Marking System Company 
216 S. Torrerce Street, Dayton 3, Ohio 


Please send illustrated folder on Monarch Junior price-marking 
machine; also sample Monarch Tickets, Tags and Labels. 


STORE NAME 





ADDRESS 





ee STATE 








Make Merry Christmas 


New “Weatherhawk “Seasonal Recording , , , 
Thermometer. An exciting gift for the ama- AGAIN this year, Taylor s full-color Christmas ad 


teur weather man! Completely new in con- in The Saturday Evening Post will whet the appetites 
cept, design and usefulness. Remote read- : 
ing, it gives 6 months continuous log of of weather fans and homemakers for these unusual gifts. 


— a: eee poy song Be ready for the demand. Display the colorful 

Regular recorder with 7-day chart, $49.50, counter card featuring Herman the Reindeer who 
appears in all Taylor Christmas advertising. Order a 
good stock of the home weather instruments shown 
here. They take up little space, move fast, return a 
good profit. Your wholesaler will supply you. 


Taylor Instrument Companies, Rochester, New York 


oe PAS OME" be ORE aD — & 


Sa 


> 


: 
i A ee ne. 

| * as 
“ 


and Toronto, Ontario. 


Free COUNTER CARD — Herman the Rein- 


Attache Thermometer-Barometer is a d ; 1 ob R add 
complete home weather stations eer is a real shopper-stopper. Kemincs 
Provides indoor and outdoor tem- your customers of these unusual, distinc- 


perature, also forecasts tomorrow's tive Taylor gifts for “givers with imagina- 
weather. Solid mahogany back, RS . ; ro 
gold :netalized trim. * 5341, $17.95. tion”. The bright, Christmasy card 13 

x 10%” is yours for the asking. 





Suburban Indoor-Outdoor Ther- 
mometer has solid mahogany 
case, polished gold- finished 
trim. Two red-liquid-filled tubes 
with common easy reading 
scale and humidity indicator. 


r lor Lnslruments 
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Profits on these 
Distinctive Taylor Gifts! 





New Indoor-Outdoor Thermometer. Re- 
mote-reading dial shows hAighest and 
lowest outdoor temperatures since last 
reset, also present temperature. Shows 
indoor temperature too. Solid mahog- 
any, brass finished trim. * 5323, $19.95. 


“Ambassador” STORMOGUIDE Combina- 
tion Barometer has detailed forecast 
dial, and gives indoor temperature and 
humidity. Solid mahogany case. Exclu- 
sive Taylor altitude adjustment. # 2574, 
$15.95. 


ae Aastha « cnn adninn las 


“Statesman” Pendant Barometer offers 
antique charm with modern conven- 
ience. Solid mahogany case, polished 
brass trim. Small dial gives relative 
humidity readings. * 2496, $25.00. 


“Larchmont” STORMOGUIDE Combina- 
tion gives temperature, humidity, de- 
tailed forecasts. Solid walnut panel 
and base. Exclusive Taylor altitude ad- 
justment. * 2587, $25.00. 


MEAN ACCURACY F/RST 
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“Americana” Barometer in mahogany- 
finished Syrocowood with brass fin- 
ished eagle finial. STORMOGUIDE* 
barometer; exclusive reminder wheel. 
#% 2497, $17.50. 


Dial Window Thermometer styling has 
won numerous awards. Gray case with 
translucent back makes it easy to read 
from indoors. Stainless steel bracket. 
*% 5320, $4.25. 


*Trade-Mark 





EXCLUSIVE FOR THE RETAIL JEWELER 


Gf OO ll , * ie 
Prasiee™ , 
o 
5 
4 eS Be Se 


" BUTTERFLY DESIGN‘ 


TOASTER 


At last... a toaster with the flair and fashion of fine 
jewelry! This glistening chrome silhouette is sheer... 
simple. A dramatic contrast for its sparkling, trans- 
parent fibre-glass end-panels . .. panels made vivid by 
the multi-colors of real butterflies and the frothy spray 
of true fern encased within. Only in this Proctor Toaster 
have you a genuine jewelers’ item... precision-made 


.. exquisitely crafted...and exclusively yours for 
the peak selling Christmas season! 





WITH THESE FINE PROCTOR FEATURES! 


@ Select-ronic color beam lights up — 
automatically controls toasting time. 





Guaranteed 





@ Jet speed element— provides twice 
the toast in half the time. 


NO OTHER CLASS OF TRADE CAN CARRY THIS TOASTER 


a PROCTOR 
for the retail 


jeweler 


as a specialist’ —with all the techniques 
and facilities for low cost production— 


IS THE ONLY FAMOUS BRAND 
WITH A REAL PROFIT PROGRAM 
EXCLUSIVELY FOR RETAIL JEWELERS 


Proctor keeps retail jewelers “competitive” even at today’s discount prices! 


Call, write or wire collect to Proctor Electric Co., 700 W. Tabor Road, Phila. 20, Pa. - GL 5-8500 
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lable to 


Barrington jug is reproduction of original 
antique made exclusively for Bertson House, 
Ltd., 212 Fifth Ave., New York. Plain white 
glaze, it comes in three sizes: 1, 1's and 2 pints, 
to be retailed at $6.50 for the set. 





ee caps 


New “Grecian Pine” cutting encircles tulip 
bowl of stemware suite in clear crystal made by 
hand by the Seneca Glass Co., of Morgantown, 
W. Va. Each piece may be retailed for $2.75. 


“Duchess” pattern in Tuscan china from En- 
gland is made up of gray leaves, hand-enamelled 
pink rosebuds, finished with platinum lines; 
5-piece place setting may retail for $18. From 
the Ebeling & Reuss Co. of Philadelphia, Pa. 
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p fashions 


“Golden Flair” decoration shows rich gold 
band on bowl of “Chateau” shape in stemware 
which retails for $3.25 apiece; 7” plates to 
match, $4 each; 8” plates, $4.50. Created by the 
Fostoria Glass Co., Moundsville, W. Va. 


These new items have been added to the Care- 
free line from Syracuse China Corp., Syracuse, 
N. Y. In “Woodbine” pattern, the covered but- 
ter dish may be retailed for $5.25 and the 1144” 
platter, $4.95. Guaranteed against breaking. 


Group of pieces in Gilbey glasses. made in 
Sweden, evolved from tasting glasses used at 
Gilbey’s, in England; each item retails for $18 
a doz.; with handles, $21. From R. F. Brode- 
gaard & Co., Inc., 225 Fifth Ave., New York. 





Shown are but a few of the many new 
additions to the Poole Silver line, now 
ready for Fall and Holiday selling. 

No. 421 COFFEE URN $150. 


clement) emor.ler- enna. 


No. 420 WINE COOLER $60. 


Doubles as a flower vase 


No. 150 JACK SHEPARD 
TEA & COFFEE SERVICE $120. 


ALL ITEMS HEAVILY SILVERPLATED 


POOLK SILVER COMPANY Taunton, mass. 


NEW YORK «+ PHILADELPHIA «+ - CHICAGO SAN FRANCISCO 
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‘Table top fash 


’ 


“Whispering Leaves,” one of five patterns in 
new “Town and Country” line of Lenoxware 
melamine made by Lenox Plastics, Inc., of St. 
Louis, Mo. Autumn foliage is yellow, brown 
and turquoise. For 16-pce. service, $22.95, retail. 


Hollow-ware pieces in “Summer Song” pattern 
in bone china, hitherto in blue, may now be ob- 
tained in white with design in gray, rose and 
turquoise; 5-pce. setting $19.95 retail. From 
Doulton & Co., Inc., 11 E. 26th St., New York. 


“Merry-Go-Round” pattern in new Franciscan 
line of Whitestone Ware has abstract border in 
muted tones of beige and gray; 16-pc. starter 
set retails for $12.95. From Gladding, McBean 
& Co., 2901 Los Feliz Blvd., Los Angeles. 
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Done all in gold is this elegantly simple border 
design, “Golden Honeycomb,” in Spode bone 
china; 5-pe. place setting retails for $34.60. 
Recently added to New York stock by Copeland 
& Thompson, Inc., 206 Fifth Avenue. 


7. 


Tulip cocktail glasses, newest addition to home 
barware line of the Libbey Glass Div. of Owens- 
Illinois, Toledo, O., may be retailed at $5.40 a 
dozen. They are suitable for a number of differ- 
ent drinks or for puddings and ices. 


New “Aragon” pattern in English bone china 
shows a wide border done in delicate, clear blue, 
finished with gold band; 5-pe. place setting, 
$24.75 retail. From Worcester Royal Porcelain 
Co., Inc., 11 E. 26th St., New York. 
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+ 
STERLING + 
Made by the Gorham Mfg. Company 


A gleaming, all-new, fast-moving sterling 
gift line for the young . . . gift-packaged with 
a flourish to provide all-important 
plus sales dollars for your’carriage trade. 


Dumb Bell Ret 








Teething Ring Rattles 


\ 


a . . " ; > J 
ws : * ; by ee. & 
~ _— 5 hae aa: ; med 
3 , a -™ ~ $ a, . 
3 : 6 : : 
ea Z 4 = 3 = ¥ Lea 
t ‘ > Ap, .. ve 
on. 7 ae : EM $ 
* - : 7 
.w art Se 2% = 
A phe . a ee PS se 
’ , “oe Rs , oe a Ss *. tr; 
: % 2 4 rm . . ‘ y - 
’ é im ? a : 
, 5 . % ge a . 5 4 = * ; ; 
a ¢ 7 NS Y has | 
' - > . - 
oi » « 
~ . a a . > ; . 
— oe , F nt t ~~ . ‘ 
% sy . 
; ; ce q 29 . 
* . a ener 
- © al ide : y . ; , ie —" 
nfant Feeding Spoons " sea 
4 ‘ . ok 
~ b 
i | Ls @ + 
3 ; 77 z \ 
_ _ e > 
Z ’ 7 Fis 
| : 
: ee : 
| , 
: 5 . 
«7 


~ J 


— 


~ 


: 


No “size’’ problem \ ) — 3 — 
Perfect shower gifts . 
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Brush and | | | | __ All Items Gift Packaged 
Comb Sets — Pi PE 5 oe ‘Actipte ie 


f.! 


vat «#1090 Attention-grresting! 
uunier or Window Display. 


- 


One DISPLAY FREE 
with any assortment 
of items or sets at 
$59.75 net — or more. 


Suggested assortment — #1995 
Prices shown are suggested retail not including TAX. 23” long x 14” wide 


#1900 2 Dumbbell rattles (4.00 ea.) $8.00 #1928 Milk Cup 0. 56. 834,” high 
#1930 Teething Ring Rattle 2.75 #1926 Bent Spoon. ia 
#1931 Teething Ring Rattle . 3.25 #1915 Infant’s Feeding Sense 3 
#1934 Teething Ring Rattle 3.00 #1921 Infant’s Feeding Spoon .. 
#1932 Porringer | 9.00 #1952 Baby Fork & Spoon ...... 
#1906 Baby Frame : 3.50 #1953 Baby Fork & Spoon 

#1907 Baby Frame .. | . 8.50 #1951 3-pe. Child’s Set | 
#1910 Baby Frame ... ah 4.00 #1954 Baby Brush & Comb Set 
#1909 Baby Frame | 5.00 #1955 Baby Brush & Comb Set 
#1927 2 Juice Cups (4, 00 ea. ). ow. 800 $1957 Baby Brush & Comb Set 
#1912 1 Juice Cup (medium). , 4.50 #1967 Cup and Spoon Set.. 


LIMIT: One Free Display to a Dealer #1995 Total Dealer’s Cost $59.78 net 


oy LULLABY STERLING 


MADE BY THE GORHAM MFG. COMPANY, PROVIDENCE, RHODE ISLAND 


FRANCHISED WHOLESALERS 


|. ALBERTS’ SONS, INC. S. H. CLAUSIN & CO. FRIEDMAN-GESSLER CO. GEO. KATZMAN COMPANY THE = WEINHAUS 
Boston 8, Massachusetts Minneapolis 3, Minnesota Los Angeles 13, California Louisville 2, Kentucky COM 


salt Lake City, Utah B. M. HAMMOND CO LIEBERMAN BROS Pittsburgh 22, Pennsylvania 
BALDWIN-MILLER CO. Spokane, Washington San Antonio 5, Texas New York 38, New York SAUL L. SOLOMON & SON 


satan <u DUNN & EWBANK, INC. HARRY GREENWOLD, H. POLNER, INC. Lancaster, Pennsylvania 
J0S. B. BECHTEL & CO., INC. Tampa 2, Florida WALLENSTEIN- MAYER CO. Buffalo 3, SOMMERS AND SOMMERS, INC. 

St. Louis 3, Missouri J. H. GROSS & COMPANY SUPPLY CO., INC. SOUTHERN WATCH SUPPLY CO. 
BOAS SONS, LTD. EWING BROS Cleveland 15, Ohio Richmond, Virginia Charlotte, North Carolina 
Chicago 2, IIlinois THE GORENFLO COMPANY €E. H. SAXTON CO., INC. TAYLOR & COMPANY, INC. 
BUTTERFIELD BROS Detroit 7, Michigan Boston 8, Massachusetts | Houston 2, Texas 

. THE A. H. FICKEN CO. H. P. JOHNSON COMPANY SOSEL BROS. A. WINKELSTEIN, INC 

ae %, ee Cleveland 14, Ohio Milwaukee 3, Wisconsin Washington 4, D. C. Eimira, New York 


J. P. BYRNE & SONS, CO., INC. FRANKLIN BROS. | WM. R. KATZ COMPANY S-K-L COMPANY, INC. NAT ZUCKERMAN & CO., INC. 
Omaha, Nebraska Kansas City 6, Missouri Dallas 21, Texas New York 36, New York New York 10, New York 


Atlanta, Georgia 
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FIGURING SERVICE CHARGES 
(concluded from page 77) 


off each item handled with red ink or pencil to 
show that the work has been completed and in- 
spected for perfection. 


Sending the Work ‘Out’ 


Due to limitations of space some jewelers are 
unable to provide facilities to have watchmakers 
on the premises. Or, they do not have sufficient 
work to warrant the overhead of a man’s salary; 
neither do they care to work on any percentage 
or commission basis with such a man. 

Jewelers faced with this problem have solved 
it in a satisfactory manner by “farming out” 
their repair work to so-called trade repair shops. 
There are many such establishments scattered all 
over the country and with present-day air mail 
facilities no store is more than 24 hours distant 
from such a shop. As with all services and com- 
modities, the quality of trade shop work varies 
from excellent to fair. Shops that quote inordi- 
nately low prices cannot be expected to produce 
and maintain the same high quality of work as 
that turned out by establishments whose scale of 
charges is commensurate with the costs of skilled, 
dependable workmanship. 

Trade shops have printed price lists which are 
sent to jewelers on request. Based on the charges 
they make, a retailer can handle repair work at 
a profit as will be pointed out. However, even 
though watchmakers “in absentia” can produce 
profit for jewelers, they do not offer the important 
advantages that are enjoyed by having repair 
men on the premises as previously outlined. Still, 
hundreds of jewelers who are not trained watch- 
makers themselves originally started repair de- 
partments by sending their work to these outside 


shops. They continued to do this until their 
volume increased to such an extent that one or 
more men could be employed profitably on the 
premises. 

The high, average-medium and low prices 
shown below were obtained from 12 trade shops 
located in New York, Boston, Washington, Pitts- 
burgh, Chicago, Des Moines, St. Louis, New Or- 
leans, Houston, San Francisco and Los Angeles. 
At the extreme right are tabulated the average 
re-sale prices, for the jobs in question, charged 
by 138 jewelers in all sections of the country. 

Many of these shops guarantee one-week ser- 
vice on all jobs. Most of them buff all watch cases 
and attachments, time movements on electronic 
timing machines and give guarantees ranging 
from six months to one year. 

As is evident from an examination of the re- 
sale prices, shown at the extreme right of the 
above chart, most jewelers work on a “double 
up” or Keystone basis as far as their costs are 
concerned. Assuming, therefore, that a _ store 
does a gross repair business of $153.85 per week 
as was done in the $50,000 a year store previously 
used as an example, the cost of having this work 
done in an outside shop would be $76.93 (half 
the gross income of $153.85 above mentioned). 

If we now accept a rent or occupancy expense 
similar to the one used in the prior example our 
figures in both instances are virtually identical 
and show that a repair department doing about 
$153.85 worth of work per week, whether “in 
absentia” or on the premises, can definitely carry 
most basic overhead expense. Zee 


Next month: Pictures and descriptions of neces- 
sary forms, used in efficient repair departments. 
Topics include: Guarantees, claim checks, claim 
tag envelopes and record books or file cards. 





TRADE SHOP PRICES AND JEWELERS' PRICES 


Retail jewelers’ 


Trade shop prices 
resale prices 


Medium Low 


Nature of work 

quoted on High 
Overhaul, regular watches $3.50 $3.00 $2.50 $7.25 
Overhaul and staff 5.00 4.25 3.25 9.50 
Staff only 2.75 2.25 1.75 5.00 
Stem and crown, regular 1.75 1.50 1.25 3.75 
Stem and crown, waterproof 2.75 2.50 2.25 4.75 
Overhaul and stem and crown 4.75 4.00 3.25 9.00 
Overhaul and mainspring 4.75 4.00 3.50 9.00 
Overhaul and permanent mainspring 5.50 5.00 4.50 10.50 
Mainspring only, regular 1.75 1.50 1.50 3.75 
Mainspring only, permanent 2.75 2.50 2.00 4.50 
Automatic, overhaul 6.00 5.00 4.50 11.00 
Calendar, overhaul 5.00 4.00 3.75 10.00 
Chronographs, overhaul 12.00 9.50 7.50 21.50 
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Great Blades for Great SALES! 





e A great new theme, tested for selling appeal, has broaden the theme’s impact. It has already made a 
been added to the familiar Carvel Hall line. You’ve deep impression on people who are in the market for 
been seeing it for some months, exposed in consumer unusual and outstanding gifts. 

magazines, special booklets and mailings, counter dis- Now is the time to be sure you’re in line for some 


plays, and tags. of the sales gains this new advertising and selling theme 
More tremendous collateral material is to come, to will mean during the holiday season. 
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GREAT BLADES 
GREAT GIFTS FOR GREAT OCCASIONS 
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Vogue steak knives, set of 
six, retail: 19.50 


wi SS 
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Leisure steak knives in vinyl 
compact, set of six, retail: 14.95 


Leisure stainless tableware, 
six 5-piece settings, in 
compact, retail 49.50 


Carving set in solid 
walnut case, retail: 39.95 





Write for full information. 


CHAS. D. BRIDDELL, INCORPORATED e Crisfield, Maryland 
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Will jewelers sell more sterl ing 


in the marrying 60s? 


Yes, the author says—if they oppose price promotions 


and refuse to be a show-case for discount-house lines 


by C. R. McLean* 


@ THE STERLING SILVER BUSINESS is not only a 
substantial business but a growing one. In sup- 
port of this statement is the statistical record 
which we maintain of the sterling silver business 
going back to 1924. The record shows that, in 
1958, 8.12 ounces of sterling silver were shipped 
for every marriage performed in the United 
States. 

This represents an increase in the ounce-per- 
marriage rate of sale over 1957, and indicates 
that the downward curve of sales of sterling per 


Co., Newburyport, Mass. This material is based upon his 
remarks at the Chicago convention of the Retail Jewelers 
of America in July. 


NUMBER OF 
WEDDINGS (add 000) 


2,300 5 
2200 + 
2100 + 
2,000 
1,900 
1,800 
1700 
1600 
1,500 
400 
1,300 
1,200 
1,100 
1,000 } 
900 
B00 





marriage that has been under way since 1948 has 
apparently leveled off. I’m sure I don’t need to 
tell you that sales of sterling silver are directly 
related to the number of marriages performed, 
and that the sales curve of sterling silver follows 
in an unusually accurate manner the curve of 
marriages. When marriages go down, sterling 
sales decline. When marriages increase, sterling 
sales increase. The job that faces all who are in- 
volved in the manufacture and sale of sterling 
silver is to increase the ounce per marriage rate 
—or the amount of sterling that is sold per mar- 

riage. 
Here is the most interesting part of the figures 
we have accumulated: The ounce per marriage 
(please turn to page 134) 


OUNCES OF STERLING FLATWARE 


SHIPPED PER MARRIAGE 
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MARRIAGES AND STERLING: Black line shows number of marriages in thousands during last 34 years. Grey area 
shows number of ounces of sterling flatware shipped by manufacturers, per marriage. Ounces shipped last year exceeded 
any year prior to 1946. Marriage trend will be up from now on. (Data from Sterling Silversmiths of America records.) 
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Product manager reveals design features of new 
melamine dinnerware by ONEIDA 


Hearing Howard Andrews describe all the 
design advantages of Oneida’s new dinner- 
ware is both fascinating and rewarding. It 
also takes a good two hours. 

So here--in 30 seconds—are a few brief 
highlights... 

First, look at the saucer rim. As on all the 
flat pieces, it’s reinforced from below—to 
prevent chipping without sacrificing the deli- 
cate look. It also provides a surer grip—lets 
you lift a plate gracefully and with ease. 
We call this the “sure-edge”’ rim. 
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Notice, too, the high foot. All the flat 
pieces sit high enough off the table so you 
can lift them without tipping. 

Now for the’cup. The sculptural handle is 
equally comfortable in finger-through or 
pinch grip. The slightly peaked top for your 
thumb means the cup (and whatever's in it) 
can’t slip through your fingers. And see how 
the cup itself rolls in slightly at the top? This 
lets us use a thin, beautiful edge—yet in- 
creases the durability and minimizes cooling. 

Like to hear more? Then ask your Oneida 


wholesaler representative to tell you all about 
what your customers will soon be asking 
you about . . . the new dinnerware that’s 
‘elegant as fine silver, carefree as stainless,” 


ONEIDA SILVERSMITHS 


makers of Heirloom® Sterling 
Community* Silverpiate 
Oneidacraft* Stainiess 
Oneida* Dinnerware 


Pr RADEMARKS OF ONEIDA LTO., ONEIDA, NM. Y¥, 





WILL JEWELERS SELL MORE STERLING? 
(continued from page 132) 


rate in 1958 was the highest in the history of the 
sterling silver industry for any year up to and 
including 1946. In other words, this industry en- 
joyed sales in 1958 that were greater in terms of 
the number of ounces shipped per marriage for 
any one year up to 1946, when it was only 7.14 
oz. Note that the number of ounces per marriage 
increased in 1958 over 1957 and we are confident 
they will increase in 1959 over 1958. 

As a further evidence of the vitality of this 
industry, let me remind you that we are just 
entering a period of increasing marriages, and 
that by 1965 the number of weddings may well 
exceed 2,050,000—an increase of 42 per cent 
over the number of weddings in 1958. 

These figures give ample answer to those who 
would have you believe that this is a dying in- 
dustry. However, there is danger that this out- 
standing opportunity for growth may be sacri- 
ficed on the altar of expediency. 

The first way that the opportunity may be lost 
is through the destructive effects of price ma- 
nipulations as they negatively affect the con- 
sumers’ attitude towards sterling. Just how long 
do you suppose customers will consider sterling 
as epitomizing the emotional qualities of pride 
of possession, prestige, fashion and status, if they 
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continue to see the retail price manipulated, as it 
has been by both manufacturer and dealer during 
recent years? 

If we are to avoid the sacrifice of our future, 
we must resist the price manipulations and con- 
centrate on selling our product at fair prices that 
represent their worth and still offer you, the re- 
tailer, an adequate profit while maintaining the 
emotional values that motivate the customer to 
buy. And here you as retailers are in the best 
position to help in eliminating this practice. 

During recent months, many dealers have com- 
mented that they oppose price promotions on 
silver, and many have indicated that they have 
expressed themselves to those manufacturers who 
have initiated the promotions. However, those 
very same dealers are quick to admit that they 
go along with the price promotions. Just as long 
as dealers support price manipulations suggested 
by the manufacturer, these price promotions will 
continue to be offered. ... 


And there is a second way by which the growth 
opportunity for steriing silver may be destroyed. 
This is through the substantial increase in the 
amount of sterling silver that is going through 
the discount houses and the catalogs that blanket 
the country. 


I’m confident that the main reason some deal- 
(please turn to page 137) 





COLORFUL CHRISTMAS TREE CRYSTAL. 
Retail per dozen: 

Skyball, $16.50; 

Hiball and Old Fashioned, $15; 
Double Old Fashioned, $18.50; 








CHRISTMAS TREE DINNERWARE 
available in complete open stock, 
5-pce, place setting, 

$7.54 retail. 


ORDER NOW FOR YOUR 
PRE-CHRISTMAS SELLING! 


Immediate delivery f.o.b. our New York warehouse. 


Bertson House Lid. « 2?)2 Filth Ave. at 26th Si 


- New York 10, N. Y. 


Wine or Cocktail, $21; 
Shaker, $7.50; 
Martini Mixer and Stirrer, $6. 


CHRISTMAS TREE-FOOTED COMPORT 
for cake, canapes, etc. Retail, $6.75. 
From our collection of 

individual gift items. 


Room 2003-4 «© Mu 53-7519 
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#3000 15 pc. punch set 
about $100 retail includes 


For those stores known for quality what better way to 
cute ditt display the beauty of Silver City sterling on crystal than 
with this outstanding punch set? 
You'll be proud to feature it for holiday giving, 
and proud of the boost in sales it will give to all the 
Silver City line. 


HOw -TARnISH 


SILVER CITY GLASS CO., INC., MERIDEN, CONN. 
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for House Beautiful 


Writes Mr. R. W. Ebeling, Vice President, Ebeling & Reuss 
Company. 

“All of us like to hear good news, so, without doubt, you 
will be interested to learn that the response to our full 
page advertisement, placed exclusively in your July (Scan- 
dinavian) issue of House Beautiful, can be termed “ter- 
rific,” for it resulted in many actual orders, the opening 
of new accounts and a surprising number of inquiries. 


“Naturally, we are quite pleased. 


“We therefore look forward to the full page advertisement 
we shall feature in your December issue, and will be most 
gratified if the results are as good as those realized from 
your July Scandinavian issue.” 


Now is the time to sell to House Beautiful’s highly selec- 
tive audience of 730,000 better-income families (Aver- 
age: $15,715). In themselves, these families are an 
incredibly responsive market. But they also represent 
leader influence—the kind of influence that sets taste 
trends and buying attitudes for the rest of the country. 


Can your products use this taste-leader vitality that pro- 
duces sales at once—and once sold, influences millions? 


Sells Both Sides of the Counter 


House beauliful 


A HEARST KEY MAGAZINE. 572 MADISON AVENUE, NEW YORK, N. Y 





WILL JEWELERS SELL MORE STERLING? 
(continued from page 134) 


ers feel that sterling silver is a dying business 
is because their volume has decreased substan- 
tially. They believe that because their volume 
is dropping, the industry is going to pot. 

This is a gross misconception. Granted that 
during the post-war years the volume of sterling 
silver sales declined from an unrealistic high 
brought about by factors that you and I hope 
will never again occur, I would have you know 
that in 1957, the dollar sales of sterling silver 
amounted to more than $34,700,000, an increase 
of $16,447,000 over 1945, the last year before the 
effects of the war were felt in inflated sales. This 
is an increase of slightly better than 90 per cent. 

But some dealers who do not know this, seeing 
their volume decline, attribute the decline en- 
tirely to the sad state of the industry. I would 
like to suggest that your decline in sterling silver 
sales may very well reflect the substantially in- 
creased volume that is flowing to your customers 
via the discount houses and catalogs. A study 
that we made several months ago indicates that 
something in the area of 40 per cent of all ster- 
ling sold to the recognized discount houses in 
New York City is shipped outside of New York. 

You are not only competing for the consumer’s 
dollar with the legitimate dealers in your market, 
but you are losing sales in greater abundance to 
these channels of distribution—and you may not 
even know that they operate in your market. 

Every chimney you see represents a likely out- 
let for the merchandise you sell through the cata- 
logs that flood the purchasing agent. Every 
factory, office building, hospital, school and 
nurses’ home is a repository for these cataiogs 
that are bleeding off the business you should be 
getting—at prices not too much higher than you 
pay for the merchandise. 

What can you do about it? Several things. 
First, you can acquaint yourself with the facts. 
Learn the truth of what I say—that discount 
houses and catalogs are draining off your sales 
and profits. Visit the known discount houses in 
your markets and see the lines that they offer. 
Call your business or social friends in the x:anu- 
facturing operations, hospitals and schools in 
vour area, and learn the extent to which catalogs 
are selling your products to your customers. 

Second, you can refuse to be a show-case for 
the discount houses and catalog houses. ... When 
you advertise a discount house line, whether it 
be through co-operative allowances or at your 
own expense, you further the interest of the dis- 
counter and the manufacturer who serves them, 
for you make it possible for the discounter to 
show the value of their discount by comparative 
price advertising. See 
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SEND FOR FREE 


TARNISH-PROOF 
SILVER STORAGE ITEMS 


eV Ge sham 


91 .00 with Pacific 
Ae" RETAIL «= SILVER ~CLOTH 


Don't forget that Gorham , the 


best known name in Sterling, offers the — 
most complete line of : 
TARNISH-PROOF SILVER CHESTS 


& DRAWER PADS | 
me ‘BAGS AND ROLLS 


Ce et > 


SILVER STORAGE 


CATALOG CLOTH & FLANNEL | @ 


" Available to All Jewelers | 


orham COMPANY 


OO PROVIDENCE 7, R. |. 
AMERICA’S LEADING SILVERSMITHS SINCE 1831 











for America’s Fine Jewelers 
and Speciality Shops 


“YOUR 
WEDDING" 


Written by Winifred Gray 


America’s most beautiful and authoritative 
guide for proper wedding procedure ...a 
must for brides-to-be . . . an always treas- 
ured engagement present. 


You will want a copy 
of “Your Wedding’ 
for easy reference 

on wedding etiquette. 


RETAIL VALUE 


$Q)25 


ORDER DIRECT ae 
DEALER DISCOUNT 43) 


pr 
Published by j 
National Bridal Service, Inc. 


331 Peachtree Street, N.E., Atlanta, Georgia 
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SERVICE 


ode 


THE VP FINE ENGLISH 


DINNERWARE 


- 
Lite 


No matter the amount—no matter the tim- S 
ing—your orders will get the same wonder- A 


working care and delivery from Spode! a 





FRANCONIA CHINA One of Europe’s Finest 
PRESGNIS... JEWEL.’ 
TO BE NATIONALLY ADVERTISED in “BRIDE'S MAGAZINE”—Autumn 1959 


The finest, pure white porcelain in the lovely Louis XV shape, edged 
with a narrow, Gold border delicately etched with dainty fleurettes 
and leaves. “PLATINA" the same pattern with Platinum border. 
5-pc. Place Setting in either pattern: $16.00 Retail (slightly higher 





South & West). 
| 


HERMAN C. KUPPER, INC. 39 w. 23rd st. N.Y. 10, NEY. | 
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Bridegrooms-to-be 


Are Customers, ‘loo 


by Madeline Love 


has been pointed out several times in this 

column. And we’ve discussed the importance 
of getting her and her younger sisters into the 
store as early as possible to select their patterns 
of china, glass and silver. 

Most jewelers are well aware of all this, of 
course; and they use many promotional devices 
to accomplish the purpose. But how about the 
young men these girls are marrying? Do we make 
any real effort to awaken their interest in attrac- 
tive tableware or to enlist their aid in the vital 
matter of selection? 

We must remember that it is not only the girl 
who is marrying at a younger age today. Her 
bridegroom, too, is youthful—almost certainly un- 
der 25. He is young and he is impressionable. 
And what’s more, sociologists say that never in 
history has he been so deeply concerned with the 
household and its mechanics. He helps with the 
cooking and he helps with the dishes as well as 
with many another household chore which his 
grandfather — maybe even his father — would 
have scorned. 

This blurring of the division between his and 
her interests in the home would seem to lead in- 
evitably to the wish to select together the house- 
hold things which they will use mutually. If it 
seems natural to choose the engagement and wed- 
ding rings together, why should the young cou- 
ple not be equally interested in a united front 
when selecting such fine and long-lasting wares 
as china, glass and silver? 

In this matter, the jeweler has a pleasant ad- 
vantage over other types of stores which sell 
tableware. The young folks come to his store to 
look at rings, with their happy thoughts on the 
wedding and the new home to be established. 
What better time to suggest that they look at 
tableware? It will be an important, three-times- 
a-day part of their future lives. Or, if the time 
isn’t ripe then for such choices to be made, why 
not invite them back to the store later on to look 
over your patterns of china, glass and silver? 

The idea of encouraging visits from the pros- 

(please turn to page 140) 


‘t= EXTREME YOUTH of today’s average bride 
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of the top 10 stemware patterns 
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Stock patterns proportionately 
to get your share of crystal profits 


From July, 1959, Crockery « GLAss JOURNAL comes Fostoria. Get your share of the crystal market by stocking 
further proof of Fostoria design superiority and leader- 
ship in consumer demand. In the JouRNAL’s 1959 poll of 
department, jewelry and specialty store Bridal Registrars, 


8 of the top 10 stemware patterns selected by brides were 


these patterns in proportion to customer demand. That 
way, youre sure of having the patterns your customers 
want. Talk it over with vour representative, or write 


Fostoria Glass Company, Moundsville, West Virginia. 


—_—_ 
Fine crystal with Fashion Flair... Syostoria 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1959 





DINNERWARE, GLASSWARE & GIFTS 
(continued from page 138) 


pective bridegroom was a promotion suggestion 
which the Fostoria Glass Co. sent out recently to 
its dealers. Also, Fostoria suggests conducting a 
table-setting contest for young husbands-to-be. 

Says Fostoria, “This could pay off in publicity 
and additional sales. Offer some incentive to the 
fellows and, with urging on the part of their 
brides-to-be, you can count on good participation. 
You might ask each to think up a theme and ar- 
range tables using the patterns of silver, china 
and glassware chosen by his girl. Or, you could 
give them a common theme and judge according 
to the way each young man follows through.” 


EROME W. SCHWARTZ, general manager of 

Sascha Brastoff Products, Inc. of West Los 
Angeles, has appointed Al Auer as general sales 
manager. Mr. Auer was formerly assistant to 
the general sales manager of the dinnerware di- 
vision of Gladding, McBean & Co. of Los Angeles, 
and prior to that was with Royal Doulton and 
with Castleton China, Inc. 

Richard C. Lawton, formerly Midcontinent 
sales manager for Gladding, McBean, takes Mr. 
Auer’s place as assistant general sales manager. 
Appointed to the Midcontinent territory post in 


my AY, 


his stead is David C. Wilkinson, who has been 
with Gladding-McBean since 1953. He will make 
his headquarters at Chicago’s Merchandise Mart. 
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aaa grag PACKAGED as a gift for the new 
bride is this English bone china thimble from 
Royal Worcester, decorated with blue love birds. 
The thimble is available to Royal Worcester 
dealers for $1 each (retail value $4.50). 


AMES P. WILSON, sales manager for Lenox, 
Inc., has announced the appointment of two 
new district managers. Frank L. Bader, South- 
(continued on page 142) 


PACIHIG Silvercloth 


brightens your Sales Picture! 
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ete 


Because your silver customer knows that Pacific Silvercloth 
is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing ...insure shining silver all the 
time. Be sure you have it for her in wraps, bags, rolls, 
chests and by-the-yard ... it’s the silver cloth she will ask for. 
Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 
silver if you keep it wrapped in Pacific Silvercloth. 
Remember, nationally advertised Pacific Silvercloth will 
help sell your silver for you... keeps customers happy 

with their silverware ...adds more profit to your sales. 


See your supplier about the Pacific Silvercloth Cooperative Advertising Plan 
PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., 


1430 Broadway, New York 18, NY. 


This Monarch Silver Chest 
by Eureka lined with 
Pacific Silvercloth 
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JEWELERS’ 


CORONET 


Royal Dootton 
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Doulton has a way with brides! And The Second 
Annual “Top Ten Patterns’ Survey conducted 
by Crockery and Glass Journal proves it! The 
results: Royal Doulton’s Coronet won first place— 
Tiara tied for fourth and Thistledown for seventh. 
Again, three bone china patterns by Royal 
Doulton have been voted among the ten most 
popular china patterns with brides—as voted by 
Bridal Registrars in the finest stores across the 


' country. The only English china voted to the 
" top ten! 


Additional Royal Doult 1 patterns 
mentioned by many stores in this survey were: 
Adrian, Millefleur, and Rondo. 

You, too, can profit by this bridal 
market survey among these best sellers 

. check your inventory now and write 
Doulton and Company, Inc., 11 East 
26th Street, New York 10. 





Be individual... 


Choose from 


attractive 
patterns 


ano finishes 
..,at no extra cost 


Widest selection in folding gift- 
ware boxes...over 100 sizes. 
® Expansion style means you 
stock fewer sizes. 
Free imprinting of your store 
name or insignia. 
10% plus 5% discounts— 
freight allowances. 
Write for FREE catalog... 
ask about special colors, too. 


SUITE 1229K 225 FIFTH AVE., N. Y. 10, N. Y. 
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USE 


HANDY COUPON 


on page 194 


when writing to 


place an ad in 
the Classified Section 





Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. Phila. 39, Pa. 














DINNERWARE, GLASSWARE & GIFTS 
(continued from page 140) 


east manager, will cover Georgia, South Caro- 
lina, Florida and part of Tennessee, while Joseph 
B. Johnson, Gulf States manager, will cover 
Louisiana, Mississippi, Alabama and portions of 
Arkansas and Tennessee. They will sell both din- 
nerware and giftware lines. 


ENSLEIGH C. WEDGWOOD, president of Josiah 
Wedgwood & Sons, Inc., of New York, has 
announced the appointment of Harold Bayley to 
the sales staff, covering the Middle Atlantic ter- 
ritory. Mr. Bayley has been covering the South- 
east for Lenox, Inc., since 1948. He is a former 
president and charter member of the Southern 
Jewelry Travelers’ Association. 


L. ‘J. Klein, 


sales vice president, 
Haeger Potteries, Inc. 


EW VICE PRESIDENT in charge of sales for the 

Haeger Potteries, Inc., is L. J. Klein, for- 
merly Northeastern sales representative. Mr. 
Klein, who started with Haeger in 1939 at the 
home office in Dundee, IIl., is a past director of 
the National Gift and Art Association. 


LORENCE LOUISE KAY, 225 Fifth Ave., New 

York, has been appointed sales representative 
for Wendell August Forge, Inc., and has the line 
of hand-wrought giftware and tableware on dis- 
play. This line is being re-introduced at the re- 
quest of many better jewelers. 





The first true cameo appeared during the reign 
of Alexander. But it was not until the time of 
the Romans that this type of gem cutting gained 
the popularity it has held during various. periods 
of history when it was fashionable. 
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Pre-Made Jewel Bows Swirl Bows Pre-Made Clip-on Bows 
Choice of beautiful 334 and 23%-in. Magnificent 5-in. pin-wheel type Merely pinch this 5-in. bow onto 
star-shaped bows made of lustrous bows. Can be instantly made from banding ribbon of package. Nothing 
Satintone. pre-formed loops of 1% inch rayon simpler. 

Satintone. 


A gift-wrap program pre-made for you... 


PRE-MADE 
HOLIDAY 
BOWS 


| There’s a T1E-T1E Store Gift Wrapping 
Pre-Made Blossom Bows program ideally suited to your needs . 


Perky 2/2 in. curled bows fashioned 
of crimped Satintone. 





matching papers and Satintone gift ties... 
perfect “Crowning Glory” bows! 


All pre-made bows are designed to 
match T1E-Tie’s exclusive paper designs 
in counter rolls and flat sheets. 


Pull-Out Pompom Bows Your customers know... the nicest gifts are TIE -T1E wrapped! 


Lustrous Pompom Bows can be 


quickly made from Pull-out hanks CHICAGO PRINTED STRING co. 
available in 3, 4 and 5 in. lengths. 2300 Logan Boulevard «+ Chicago 47, lil. 
Clifton, New Jersey * Salinas, California 
in Canada: Manufactured by Ribbon Fabrics, Inc., Montreal, Quebec 


CHICAGO PRINTED STRING CO. 
2300 Logan Bivd., Chicago 47, II!., Dept. JCK-99 


At no cost or obligation to us, please send additional information on: 


[) Tie-Tie Pre-Made Bows 

[} Tie-Tie Paper Designs 

[} Tie-Tie Satintone Bow Machine 
[}) Have your representative visit us 


Name 





Store 





Address 





City Zone 
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FAIR TRADE, IN 1959 AT LEAST, WON THE BATTLE BUT LOST THE WAR. In June the House 


Commerce Committee approved federal fair trade legislation 20-9. Then, the 
measure bogged down “under study" in the unfriendly, Southern-dominated 
House Rules Committee, will definitely not come to a vote this year. A 
Senate committee, studying another federal fair trade bill, seemed at first 
favorably disposed, then suddenly in late July announced that it had voted 
by secret ballot "to take no further action this year." 


ONE OPPONENT OF THE SENATE MEASURE (HUMPHREY-PROXMIRE BILL) is the American 
Fair Trade Council, which says that "this attempt...to permit Congress to 
regulate local sales is imprudent," argues that its passage might expose 
retailers to other federal statutes, such as the minimum wage law. Council 
proposes passage instead of the House-introduced Madden Bill, which would 
allow the manufacturer, if he chose, to stabilize prices of his trademarked 
products, to prohibit price-cutting which might destroy his trademark's 
value. 


BIGGEST 1959 VICTORY FOR FAIR TRADE IN THE STATES was in Ohio, where the 
State legislature dramatically overrode Governor Di Salle's veto of a state 
fair trade law 142-9. This, says the elated Bureau of Education on Fair 
Trade, shows what can be done if small business interests get together. 








BULOVA WILL MARKET AN ELECTRONIC WATCH IN 1960, Board Chairman Gen. Omar Bradley 


announced in late July at the firm's annual meeting. About 60 of the watches 
are already being worn and tested, one by the General himself (he said the 
watch lost only one second in 17.months of running time on the same power 
source). Unlike Hamilton's electric watch, which uses a chemical battery 

and eliminates the mainspring, the Bulova model gets power from transistors,,. 
eliminates both the mainspring and the balance wheel. No price was esti- 
mated by Bulova; cost will probably be as much as the $89.50 charged by 
Hamilton for its electric model. 


THE NATION'S RETAILERS ARE MAKING SALES HISTORY IN 1959. For the first six months 


Sales were $103.2 billion--an all-time high, and 8.8 per cent above sales 
for the 1958 first half. Sales of durable goods, including jewelry, were 
up 16 per cent in the first half of 1959 over 1958 sales. 


MONTHLY ALL-TIME HIGHS WERE REACHED IN EACH OF THE FIRST SIX MONTHS of 1959. 
June sales, in fact, were greater than those in any month in history except 
for the last four Decembers. Jewelry store sales for June 1959 were 10 per 
cent above June 1958 sales, were 3 per cent above May 1959 sales. 


INSTALLMENT DEBT ALSO HIT ITS ALL-TIME PEAK IN JUNE, with $35.8 billion 








outstanding. Employment is at its high mark, notwithstanding even the 
Steel strike, which made 500,000 jobless. 


INDIA IS ABOUT TO ENTER THE WATCHMAKING FIELD. Its government has approved a plan 


by which a watch factory will be built, to produce about 100,000 watches 
per year single-shift, most of them jeweled lever, in both men's and women's 
models. Within 5 years, plant hopes to produce 350,000 watches single shift. 
French firms will provide the technical know-how, plus half the capital. 


INDIA HOPES TO INTEREST "OTHER COUNTRIES" in collaborating to build fac- 
tories there, says its embassy in Washington. These will include Japan, 

East Germany, undoubtedly Russia. Also, the Swiss government and Swiss 

watch firms have offered 20 scholarships to Indian technicians, are expected 
to set up a training cenver in India, may provide building capital. 





DIAMOND DEPOSITS HAVE BEEN FOUND IN RIVER BED IN CHINA, according to Peking 
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HELD IN EBSTEB™ 


BXCLUSIVE FRANCHISS 


The ONE jeweler in each town that can boast a ZODIAC Franchise KNOWS he OWNS a valuable piece of property. 
For only this jeweler...and NO one else in town...can supply a customer with a nationally advertised ZODIAC watch. 


MOREOVER, when ZODIAC gives its exclusive franchise, it gives 
MORE than just the right to a pre-sold trade — it gives this jeweler the 
security of PRICE and MARK-UP protection. There’s no competitive 
price-gouging because ZODIAC is sold ONLY by franchised jewelers. 
ZODIAC watches are superbly fashioned in pace setting styles fot men 
and women from $49.75 to $2500.00 (Fed. Tax Included) . 


Without obligation, please send -ne information 
on how | can become the exclusive Zodiac fran- 
chised agency in my community. 

Address 

City Zone State 

Signed by 


ga ZODIAC WATCH COMPANY, 15 West 44th Street, New York 36, N. Y. 
An Official Watch of the Swiss Federal Railways 
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FAMOUS for VALUE on 


DIAMOND WATCHES 


with CRYSLER or 
NAME BRAND MOVEMENTS 


DIAMOND WATCH CASES 


To Fit Name Brand Movements 


DIAMOND WATCH ATTACHMENTS 
LOOSE AND MOUNTED DIAMONDS 


7 & 17 JEWELED LEVER 
In all types of LADIES’ & MEN’S 
WATCHES 


THINNEST WATERPROOFS 
& AUTOMATICS 


; A BETTER QUALITY 
Outstanding Selection of Diamond Watches 1-JEWEL PIN LEVER 


from 2 to 200 stones Promotional line in Ladies’ novelty & fashion styles 
Available to Rated Jewelers on 3 Day Memo Men's extra thin watches & alarm clocks 
State Price Range Desired 


€: a YS LE Q DIAMOND & 580 Fifth Avenue, New York 36, N. Y 
WATCH CO. ae 


BABY SHOE BRONZING 
MEANS EXTRA PROFITS 


WITHOUT A PENNY OF INVENTORY! 


Cash in on the UNLIMITED DEMAND for America’s largest selling 
and most beautiful baby shoe bronzing. Join the thousands of 
jewelers who daily are marching in the BRON-SHOE profit parade! 


A BRON-SHOE Creation Is: 


¢ Plaied By The Exclusive New DUCTYL* Process 
¢ A Family Tradition 

e A Gift No One Ever Returns 

¢ A Year ‘round Profit Maker 


Become A Dealer NOW For That Big Christmas Volume! 


MINIATURE BABY SHOE— gorgeously bronze plated 
by the original BRON-SHOE Process. Write For 


Yours and Full Details Today! 























*IMPORTANT Our exclusive DUCTYL plating process of bronzing baby shoes is available 
ONLY through established retail stores. 


the BRON-SHOE co. 225, 28042, STREET 
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Continued 


radio. A. team of geologists estimates that the dry bed of the Yuan 
river, in the province of Hunan, may yield 600,000 carats of diamonds. 


CHARGES OF STEALING UNION FUNDS HAVE BEEN LEVELED AT TWO EX-OFFICIALS of the 
turmoiled International Jewelry Workers Union. Union was put under AFL-CIO 
trusteeship nine months ago, under fire that the old leadership had 
become corrupt and that the union was "thoroughly demoralized" and on the 
verge of bankruptcy. Upion now wants AFL-CIO to appoint a monitor, to 
insure "completion of a vigorous cleanup campaign." 


A STRICT GLOBAL QUOTA ON ALL 1959 IMPORTS OF STAINLESS STEEL FLATWARE is being asked 
President Eisenhower by the U. S. Stainless Steel Flatware Manufacturers 
Association. Request is for a 4 million dozen piece annual quota on all 
Stainless flatware worth up to $3.50 per dozen. Import furor began in 
January 1958, when U. S. Tariff Commission found that Japanese imports 
were causing serious injury to U. S. makers, recommended that Ike raise 
duties. Ike refused when Japan volunteered not to export more than 
5.5 million dozen pieces here in 1958. 


U. S. MAKERS CLAIM JAPANESE EXCEEDED THIS QUOTA by 3,260,874 dozen pieces, 
Say that in 1957 the Japanese, aware that they might have to limit exports 
here, poured J)% 2 million dozen units into the U. S. U. S. firms point out 
that.1958 recei, ;: from Japan were 1.3 million dozens more than the 1956 
imports, which t.. Commission found were seriously injuring U. S. makers. 


TARIFF COMMISSION ‘PLAINS THAT QUOTA WAS MET. It reports that the higher 
figures quoted by U. S. makers result partly from large 1958 withdrawals 
of Japanese-made flatware from U. S. bonded warehouses, partly from the 











trans-shipment of 2.3 million dozen pieces of Japanese stainless flatware 
to the U. S. after it had been shipped to other countries. 


JAPANESE CLAIM THEY HONORED THEIR 1958 QUOTA, say that U. S. importers are 
to blame for the trans-shipment problem. In November 1958 Tokyo ordered 

that each piece of stainless flatware destined for Canada, Australia, 
Guatemala or the Philippines be stamped "SS," asked U. S. Customs officials 
to record the number of "SS" entries into the U. S. Japan also contends 

U. S. makers enjoyed record sales in 1958, that the 65 per cent of the total 
market which they captured was a "striking improvement" over 1957. 





THE FIGHT BY INDEPENDENT MERCHANTS TO RENT SPACE IN SHOPPING CENTERS is being aided 
by Sen. Hubert Humphrey (D., Minn.), who is asking the nation's insurance 
firms to write small-firm lease insurance. Earlier, a Senate investigating 
body found that shopping center owners prefer to rent to chain stores. If 
insurance firms won't write policies for the independents, Humphrey will 
recommend a government insurance plan. 


PENNSYLVANIA HAS PASSED A BILL BANNING SUNDAY SALES of non-essential items 
including jewelry, furniture and appliances. First penalty for violations 
is a $100 fine; second is a $200 fine and 30 days in jail. Washington, 
D. C., is likely to push through Congress model legislation regulating 
"closing out” and "fire" sales. Bill requires "sale" licenses for operators, 
prohibits ordering of merchandise to sell during "going out" sales, pro- 
~~ ogra adding any merchandise to damaged stock in "fire" sales. Fine $300, 

ays - 


HOW COMPANIES ARE DOING--International Silver Co. had a net income of $690,959 
for the first half of 1959, almost 24 per cent more than in the first half 
of 1958. Second quarter net was far ahead of last year's....Sunbeam sales 
for the second quarter of 1959 were $16,040,090, some 14 per cent above 
second-quarter 1958 sales....Schick's second-quarter sales in 1959 were 
$4,339,691, almost 13 per cent greater than sales in second-quarter 1958.... 
Bell & Howell net earnings for the second quarter of 1959 were 47 per cent 
ahead of second-quarter 1958 earnings. 
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FAMOUS for VALUE on 


VSLER MEAN ZNreilss 


with CRYSLER or 
NAME BRAND MOVEMENTS 


DIAMOND WATCH ATTACHMENTS 


LOOSE AND MOUNTFD DIAMONDS 


7 & 17 JEWELED LEVER 
In all types of LADIES’ & MEN’S 
WATCHES 


oF i Sei THINNEST WATERPROOFS 
cess OR “aaa | & AUTOMATICS 
42 dia; oe oe 
A th pee A BETTER QUALITY 
Outstanding Selection of Diamond Watches 1-JEWEL PIN LEVER 


from 2 to 200 stones Promotional line in .edies' novelty & fashion styles 
Available to Rated Jewelers on 3 Day Memo Men's extra thin watches & alarm clocks 
State Price Range Desired 


s C R YS a: Q ee ek 580 Fifth sb neice alae 36. .. ¥ 


BABY SHOE BRONZING 
MEANS EXTRA PROFITS 


WITHOUT A PENNY OF INVENTORY! 


Cash in on the UNLIMITED DEMAND for America’s largest selling 
and most beautiful baby shoe bronzing. Join the thousands of 
jewelers who daily are marching in the BRON-SHOE profit parade! 


A BRON-SHOE Creation Is: 


¢ Plated By The Exclusive New DUCTYL* Process 
¢ A Family Tradition 

A Gift No One Ever Returns 
¢ A Year ‘round Profit Maker 


Become A Dealer NOW For That Big Christmas Volume! 


MINIATURE BABY SHOE— gorgeously bronze plated 
by the original BRON-SHOE Process. Write For 


Yours and Full Details Today! 


] 





























*IMPORTANT Our exclusive DUCTYL plating process of bronzing baby shoes is available 
ONLY through established retail stores. 


The B RO N -S H O E Co. tite nei pam 
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Before a single Syroco battery-operated clock was offered for 
sale, over two years of testing on-the-wall had passed! The 
concept fascinated us: imagine a clock movement that required 
no unsightly cord, that worked for a year-and-more on a single, 
standard flashlight battery! But mere ingenuity was not enough; 
not until we were perfectly satisfied as to its accuracy 

and dependability did we dare associate this move- 

ment with the 70-year-old Syroco name. Now that 


WRITE FOR CATALOG 
SYRACUSE ORNAMENTAL CoO., INC. 


£; 
F232 


OUR TIME-TESTED “Staai¥r 





BATTERY MOVEMENT 


its reliability has been further attested to by widespread use in 
homes, you can confidently tell your customers that the Syroco 
guarantee covers the finest battery movement that science can 
devise. This assurance, coupled with our customary excellence 
of design (a complete range of styles, the largest selection 
anywhere), has made Syroco the preferred decorative 

wall clock line with progressive jewelers from coast 

to coast. 


DEPT. J99 / SYRACUSE 2, NEW YORK 
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Oliver Jenkins elected president of RJA; 
buying volume at show far ahead of last year 


Good times in the country generally and rosy prospects for the 
jewelry industry in the “Sizzling Sixties’ combined to put this 
year’s New York Convention and Trade Show on record as one of 


the liveliest in history. 

Retailers from nearly every 
state, including Hawaii, bought ex- 
tensively from more than 300 ex- 
hibitors who showed $10,000,000 
worth of diamonds, gems, time- 
pieces and other wares on many 
floors of the Waldorf-Astoria Ho- 
tel. Opening day, according to es- 
timates, topped last year by 25 per 
cent in both attendance and busi- 
ness transacted. 

“We had almost no complaints 
from exhibitors about the position 
of their booths,” said a spokesman 
for the Retail Jewelers of Amer- 
ica, Inc. “That means business was 
good !” 


Jenkins Elected President 


A tall, bluff, smiling, heavily 
tanned man from the Deep South 
was elected president of RJA by 
the directors, who met Aug. 13, as 





RJA officers for ’59-’60, from the left: Jay C. Lighterman, 
treasurer; Oliver R. Brecht, secretary; Howard Michaels, 
vice president; Oliver A. Jenkins, president; William M. 
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the five-day convention closed. He 
is Oliver A. (Augie) Jenkins, 43, 
head of the Duval Jewelry Co. of 
Jacksonville, Fla. 


“Augie” (from Augman, his 
middle name) grew up in the jew- 
elry business which his father, the 
late Archie Oliver Jenkins, one of 
Florida’s pioneer credit jewelers, 
started “from a suitcase” in 1911. 
The organization, which will open 
its 20th store next month, learned 
long ago how to combine ethical 
principle and community stature 
with installment credit. 

He was a director of the old Na- 
tional Jewelers Association and 
has headed both RJA’s Washington 
Committee and the Jewelry Indus- 
try Tax Committee. Last year he 
was a vice-president of RJA. He 
is on the executive committee of 
the Diamond Council of America. 


* 


ce. 


These five men were elected vice- 
presidents: Durward Howes III of 
B. D. Howes & Son, Pasadena; 
Howard I. Michaels of Michaels, 
Inc., Hartford, Conn.; Herman 
Wasserman of Lords, Louisville, 
Ky. (all re-elected); Carleton G. 
Broer of Broer-Freeman Co., To- 
ledo, and William M. Wright of 
Wright’s Jewelry, Silver Spring, 
Md. 

Oliver R. Brecht of Reliable 
Stores, Baltimore, succeeds Broer 
as secretary, and Jay C. Lighter- 
man of Tappin’s, Newark, N. J., 
continues to serve as association 
treasurer. 

Bernard N. Burnstine was desig- 
nated executive vice-president, the 
administrative office which he has 
held during the past year. Charles 
M. Isaac was retitled vice-presi- 
dent in charge of shows. 

The directors voted to transfer 
all RJA office work, except for 
trade show business, from New 
York to Washington. Moving day 


Wright, vice president; Carleton G. Broer, vice president; 
Durward Howes III, vice president; Herman Wasserman, 
vice president. They will serve until August 1960. 
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will be sometime next month. 

Earlier, at the annual member- 
ship meeting on Aug. 13, eight di- 
rectors were elected for three-year 
terms. They are: Harry R. Gerber, 
White Plains, N. Y.; Clarence Ol- 
sen, Chicago; Arnold A. Schiffman, 
Greensboro, N. C.; Herman Was- 
serman, Louisville, Ky., and Leo 
Weisfield, Seattle, Wash., all re- 
elected; also: Mort Abelson, New- 
ark, N. J.; Maurice Adelsheim, Jr., 
Minneapolis, and Eugene P. Wet- 
zel of Wichita, Kans. Alvin Fink 
of Roanoke, Va., was appointed to 
serve out the term of Sol Blickman 
of Indianapolis. 


Goals Set For ’60s 


An industry-wide determination 
to sell “beauty, prestige and de- 
pendability rather than price”; and 
ways and means for making best 
use of optimistic portents for the 
’60s were explored during the four 
general sessions. Oscar Kind, Jr., 
president of the Jewelry Industry 


More People at Right Age 
pee: for the Jeweler 


and more are coming 








TAMILS WITH INCOMES OF 
4,000. and 
ue hey nd UP 


oe oh) iw @ es 











Competition is Alive.. 


Alert...and Promoting ! 


REFRIGERATORS 


On the road ahead: Graphic chart 
which shows the jeweler’s three big 
challenges in the ’60s, was presented 
by Oscar Kind, Jr. 
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Council, stressed three facts in his 
annual report: The great rise in 
number of families with increased 
incomes; the surging millions of 
teen-agers; the necessity for vigor- 
ous promotional activity by the 
jewelry trade to hold its own 
against competitive markets. 


Social highlight of the conven- 
tion was the banquet at the Hotel 
Astor, with RJA officers and board 
members, in white dinner jackets, 
at the head table. Retiring Presi- 
dent Schiffman was presented a 
blue diamond ring in recognition 
of his two years’ service. 


Tips on diamond selling, advertising 


How and what to sell in the prom- 
ising jewelry market of today— 
and tomorrow—received close at- 
tention at the first general session 
sponsored by JIC. Mr. Kind served 
as chairman at both morning and 
afternoon sessions. 

Discussing how “Jewelers can be 
better merchants when it comes to 
selling diamonds,” J. L. Ratner of 
Rogers & Co., Columbus, Ohio, con- 
tended that too many jewelers are 
considered by their communities— 
and by themselves—as ‘“‘consul- 
tants” rather than as diamond 
merchants. 

“As a consultant, a jeweler’s 
responsibility would be to make 
his diamond knowledge available 
whenever the customer, all by him- 
self, decides he’s in the market 
for a diamond. ... But, a jeweler 
who is a merchant will seek to 
further sales and profits by attrac- 
tive presentation and publicity.” 

Drawing on his own experience, 
he said: “For years we offered only 
colorless and flawless diamonds, 
and we expected the customer to 
appreciate the quality of these 
gems and pay accordingly. . 

“But we have discovered that 
today’s average customer thinks 
in terms of size and shape; and we 
began to realize that our thinking 
had to be revamped. Now, we 
have established two _ qualities 
which we designate as ‘A’ and 
‘B’. The ‘B’ quality gives a cus- 
tomer greater size for fewer dol- 
lars—and we always point out the 
inclusions. To avoid: later mis- 
understanding, we mark the sales 
slip ‘B’ quality and have the cus- 
tomer verify this information by 
signing the slip. 

“We are no longer afraid that 
by admitting the importance of 
weight, our prestige is threat- 
ened,” he said. “As a matter of 
fact, since we have introduced our 
two qualities, both our prestige and 


-clearance sales. 


our diamond sales have increased 
tremendously.” 


More Sales Hints 


Other advice from Mr. Ratner: 

® Promote one or two traffic 
items each week—small gifts and 
items for the home. “It’s impor- 
tant that future diamond custom- 
ers become our friends in advance.” 

® Don’t be ashamed to hold 
Every merchant 
must sometimes admit that he 
bought too much in certain depart- 
ments. “Convert your inventory 
errors into cash.” 

® Coordinate all window displays 
with newspaper ads. 

® Sell the romance of diamonds 
to teenagers. 

® Concentrate on jewelry items 
—if that is where you get the most 
profit. “I believe it is a serious 
mistake to go into alien items. 
They are purchased usually as 
crutches when diamond sales are 
inadequate. Maybe they do bring 
more people into the store, but they 
certainly can’t add to your reputa- 
tion as a diamond merchant; so 
down go the diamond sales even 
more, and.in come more crutches.” 


Advocates Service Charge 


Mr. Ratner expressed confidence 
n “a reasonable service charge for 
credit extended the customer. In 
this way, the mark-up on diamonds 
will not have to include the cost of 
financing the customer and, as a 
consequence, will be lowered. Thus 
the jeweler is giving more value 
—and becoming more of a mer- 
chant.”’ 


“Promote Your Name” 


All a quality jeweler has to sell 
that is different is his name; and 
he must sell that vigorously, said 
Carroll Seghers of Carroll’s Jew- 
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Increasing numbers of marriage-age Americans augur well for sterling silver 
sales, said John B. Stevens, left, Sterling Silversmiths of America president, 
at the opening RJA session. Seated, center, is Arnold A. Schiffman, retiring 
RJA president; right, Oscar Kind Jr., JIC president. 


elers, Coral Gables, Fla. 

In his discussion of “getting the 
quality watch business back into 
jewelry stores,” he charged that 
“jewelers really quit _ selling 
watches 15 years ago.” And yet, 
he said, the potential sale of 
watches is enormous. During this 
country’s most prosperous years, 
only 12 per cent of the population 
has bought watches; in depression 
—years, just 6 per cent. 

Newspaper advertising is impor- 
tant in reaching this market. “The 
jeweler who feels he can live on 
his reputation alone will find ter- 
mites eating at the bottom of his 
business.” 

Seghers advertises in the Miami 
Herald three to five times a week. 
Each ad sells Carroll’s store and 
Carroll’s name. 

“You just know it’s right if it 
comes from Carroll’s. .. .” is typi- 
cal of his ad titles. “Carroll’s, the 
store for quality presents. av 
“Carroll’s watches speak well of 
YOR Cais: 

Seghers, who has built a flour- 
ishing business in 10 years in a 
Florida city of 30,000 which “has 
no tourist trade and not a hote! 
in town,” has used some of his ads 
as many as 100 times with excel- 
lent results. 

Despite warnings to “leave it 
alone,” Mr. Seghers replied in an 
ad to criticism that “Carroll’s is 
high-priced.” “Carroll’s a_high- 
price store?” reads the ad’s title. 
“That’s what I thought, too; but 
now I know better. ... It’s true 
Carroll’s just will not carry in- 
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ferior merchandise. ... 


Time’s Ripe for Sterling 


Bullish prospects for the sterling 
silver market were extolled by 
John B. Stevens, vice president of 
the International Silver Co. and 
president of the Sterling Silver- 


Fashion knowledge 


The selling power of fashion can 
make more dollars for the jeweler 
who studies style trends. That was 
theme of the Monday afternoon 


* 


smiths of America. He cited the 
population “explosion” in_ this 
country—‘“by 1975, indications are 
it will hit 240 millions’ — the 
enormous oncoming increase in 
number of marriages, and steadily 
rising family incomes. 

The rapidly expanding middle 
income group is the biggest market 
for sterling, he said; and the young 
pre-bridal woman is the one to go 
after. “Reach her while she is still 
dreaming,” he urged. “Sell the per- 
sonality of sterling.” 

Mr. Stevens pointed out that the 
country is in the throes of a “mar- 
keting revolution” and that the 
jeweler is caught in a two-pronged 
squeeze between the trend toward 
quick turn-over in supermarkets 
and other non-jewelry outlets, and 
the jewelers’ own lethargy as a re- 
sult of postwar prosperity. 

He advocated that sterling be 
promoted as essential for the aver- 
age American household, not as 4 
luxury item; and that its cost be 
translated into the price of other 
commodities—TV sets, and the like 
—which average families don’t 
hesitate to purchase. 


has selling power 


session conducted by Charlotte 
Thompson, director of the Fashion 
Coordination Institute, a JIC affili- 
ate. Mr. Kind pointed out that the 


Treasure chest look in jewelry goes with the “new splendor and magnuiicence 


for after eight.” 


Charlotte Thompson tells RJA convention. 


Rich mixtures 


of diamonds and pearls are fashion-right; so are emeralds, rubies and other 


jewels of flashing color—and huge size. 





vf 


Sterling—for Mrs. America: A sil- 
ver pitcher, Gorham’s award for “the 
nation’s outstanding homemaker,” 
was presented to Mrs. Margaret 
Priebe of Des Moines, lowa, at spe- 
cial ceremonies during the RJA con- 
vention at the Waldorf. 





expendable income available for 
such luxury items as jewelry will 
be “three times in the upcoming 
60s what it was in the ’50s.” 
Every woman responds to fash- 
ion trends, said Mrs. Thompson; 
and selling fashion means selling 
what is in vogue, whether it’s a 
$1,000 necklace or a $1 brooch. Ten 


per cent of the market is ex- 


tremely fashion conscious; 10 per 


cent takes little interest. But the 
volume market in between wants 
and needs help, “a great retailing 
challenge.” 

A reputation for understanding 
fashion brings a store these re- 
wards, she said: New traffic, new 
sales and “a prestige which ex- 
tends to silver, gifts and table- 
wares departments.” 

Live models demonstrated that 
fashion jewelry has “two distinct 
faces” this year: the classic, “un- 
derstated”” look for daytime; and 
the opulent “treasure chest’ look 
for after dark. Gold and pearls 
are important with the four fash- 
ion-significant colors for fall: 
black, brown, beige and gray. So 
are colored stones which may 
match the fabric, blend or contrast 
with it. (See: “Want a Share in 
the Fashion Jewelry Bonanza?” 
page 78, this issue.) 

Miss Thompson urged that dis- 
play windows be divided to show 
both classic and opulent jewelry. 
Through use of specially created 
visuals, she showed how to use the 
fashions ideas in ads and sales 
training material. 
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The Changing Face of Consumer Credit 


Five panelists looked into the 
future of consumer credit at the 
Tuesday morning session. 

William Wagner, chairman, key- 
noted the discussion by declaring: 
“Those who refuse to look ahead, 
probably will not go ahead.” Wag- 
ner is consultant on consumer 
credit to both RJA and this publi- 
cation. 

Oliver A. Jenkins of Duval Jew- 
elry Co., Jacksonvile, Fla., reviewed 
installment credit from the 1880’s 
up to the present. In ’58, he said, 
the trend was “toward boastful 
claims”; in ’59, toward a “clean- 
up of extravagant claims” and 
credit policies. 

Leo Weisfield of Weisfield’s, Inc., 
Seattle, declared that the cycle of 
selling credit only is a thing of 
the past. “Some people say we are 
up-grading,” he said. “I just call 
it going back into the business.”’ 

He warned jewelers not to be 
negative minded. “The conscien- 
tious, sincere jeweler who loves his 
business has more opportunity than 
ever before.” (Weisfield’s talk, 
also given at the Chicago RJA 
convention, was more fully reported 
in August JC-K.) 

The necessity of a _ carrying 
charge was emphasized by Sey- 


fa Re 
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“Look into the cryst 


forum on consumer credit. 


mour Greenberg of Royal Diamond 
& Watch Co., Yonkers, N. Y. “It’s 
impossible to extend credit on non- 
profitable merchandise without a 
carrying charge,” he declared. He 
cited the hazards to the retail jew- 
eler in the new bank-sponsored 
shopper credit plans—loss of store 
traffic, profits, opportunity for add- 
on sales, etc.—and urged that jew- 
elers think carefully before adopt- 
ing any of these plans. (For a full 
account of Mr. Greenberg’s views, 
see page 108.) 


Pluses of Bank Credit Plans 


A much less harsh view of shop- 
per credit cards was advanced by 
Melvin Foer of Melart Jewelers, 
Inc., Washington, D. C. All indi- 
cations are, he said, that the con- 
suming public likes the bank-spon 
sored plans and will use them 
increasingly. “I don’t think it is 
possible to dam this new flow of 
credit sources,” he said. “The card 
holders are the average income 
group that regard bank credit as a 
convenience, rather than a neces- 
sity. They like receiving just one 
bill at the end of the month and 
they like being able to shop with- 
out cash.” 

In the future, retailers must be 


al ball!’ Leo Weisfield (right) urges jewelers at the RJA 
“There’s more opportunity than ever for the 


jeweler who loves his business and is willing to work hard.” At left is Sey- 
mour Greenberg; center, William Wagner, session chairman. 
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8-piece setting, $7,500: Actress Carol 
Lawrence displays, at RJA _ trade 
show, the world’s most expensive 
place setting—by Lucien Piccard 
Watch Corp. Made of palladium, 
pieces are set with 135 diamonds, 140 
Oriental sapphires. Hostess bell 
($2,500) has built-in watch. 





in the business of selling merchan- 
dise, rather than selling credit, he 
contended. “Find out what the 
banks are doing—and how it can 
fit into your picture,” he advised 


“Ads Must Refiect Beauty” 


Jewelry store advertising, and 
the need to improve its appearance 
was discussed by Melvin R. Rudolph 
of Rudolph Bros., Inc., Syracuse, 
N. Y. “We’re selling beauty,” he 
said, “and our newspaper ads must 
reflect that fact.” 

He urged that each jeweler de- 
cide “What are we asking of our 
advertising?” To build prestige— 
a favorable store image? To in- 
crease sales of jewelry as com- 
pared with non-jewelry items? To 
bring in immediate business? To 
create traffic? To build accounts? 

“We must decide on a policy- 
and stick to it,” he said. 

Some credit jewelers no longer 
mention credit in their ads, he 
pointed out. He contends, however, 
that “‘there’s a need to come back; 
show how our credit is superior to 
others.” 

Newspapers and direct mail are 
the most valuable advertising media 
for the jeweler in Rudolph’s opin- 
ion. “Any jeweler not using direct 
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mail is losing a bet.” 

Fred B. Dreifus, president of 
the Dreifus Jewelry Co., Memphis, 
Tenn., guest panelist, said he is 
“heartened by the change in psy- 
chology of the credit jeweler. 

“The world is changing,” he said. 
“Progress is being made by the 
industry. . . . There’s a movement 


in the industry that is vibrant, 
alive. It can be favorable to us, if 
we become a part of it.” 

Questions about carrying charges 
and refunds for early payment at 
the end of the session, brought the 
advice: “Consult a lawyer before 
establishing rates. The laws of 
each state are different.” 


“|mage-building”—via windows, ads, mail 


Advertising and the store-image 
it creates came in for thorough ex- 
amination at the third general ses- 
sion Wednesday morning. Lester 
Thomas of Findlay, Ohio, presided. 

Charles Techin, of Techin & 
Campanella, New York, called the 
store “your giant show case; the 
physical symbol of your practices 
and principles.” 

A good display window, Techin 
said, will sell more merchandise 
than newspapers or radio. “Keep 
your windows sparkling clean,” he 
urged. “And don’t stuff them with 
merchandise.” 


Double Role of Advertising 


Retail advertising must perform 
a double function, Phillip R. Kahn 
of Falk & Kahn, New York adver- 
tising firm, told the session. 
“First, it has to sell the products; 
second, it has to project a good im- 
pression of you—your store.” 

Kahn said it is heartening “to 
see that the buckeye ad that just 
shouts price and credit terms is 
losing ground to jewelry ads that 
sell beauty.” But he is puzzled by 
the jeweler who “uses, indiscrimi- 
nately, both the buckeye aid the 
classy ad, to the same audience, in 


the same newspaper, at different 
times. Now, what kind of a store 
image is he creating?” 

A second, “folksy” kind of ad 
which gives you and your store in- 
dividuality was advocated by the 
speaker. “Relate it to items in 
your local newspapers; and search 
your trade magazines for adapt- 
able items.”’ 

Fred Ziegler of McCann-Erick- 
son, Inc., New York advertising 
agency, berated jewelers for creat- 
ing a public image that “is nothing 
short of lousy.” 

The purpose of jewelry advertis- 
ing, he said, is to entice the reader 
and attract him to your store. 
“Shouting is not the best device; 
whispering can be effective, too.” 

He emphasized the importance 
of direct mail because “you can be 
highly selective.” He suggested 
that jewelers join their local direct 
mail advertising association for new 
ideas on mail presentation. Ap- 
pearance of a jeweler’s letters, he 
said, should “reflect the fact that 
he deals in beautiful treasures.” 

A discussion of window and in- 
store advertising by Edwin Freed, 
Alpert’s, Elmira, N. Y., concluded 
the session. 











$500 award for winning RJA membership campaign goes to Connecticut. 
Pictured, left, from left: Lee Eisenberg, executive secretary of Connecticut 
RJA; Howard Michaels, national membership chairman; Benjamin Cooper, 


Connecticut RJA president. 


Right, delegates elected to represent the RJA 


Advisory Council on the RJA National Board, from left: James C. Lucas, 
managing director of the Indiana RJA; Edward Wolf of Hartson’s Jewelry, 


McKees Rocks, Pa.; Mr. Cooper. 
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Prery retailer KNOWS the importance of cultivating the 


4 BILLION DOLLAR TEEN-AGE MARKET! 
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on it with the exciting 


“PAT BOONE CONTEST” 


that brings thousands of 











Here are the customer-attracting, colorful displays 


Teen-Agers into Jewelry Stores! 


PRIZES for Consumers! PRIZES for Jewelers! 
including a *1,000.00 CASH PRIZE 
for the jeweler from whose store 


the winning entry comes! 
54 ADDITIONAL PRIZES FOR JEWELERS. 


This traffic-stimulating contest kicks off with a full page in 
Seventeen Magazine, September issue—on sale August 28 
—so tie-in lyour windows, Rewspaper ads and radio adver- 


TIE-IN WITH tising to center its local effect at your store. 
* COLORFUL DISPLAYS 
% NEWSPAPER AD MATS — CONTEST 
% RADIO & TV HELPS ENTRY BLANKS 
AVAILABLE 





ONLY AT . 
RETAIL JEWELERS 


you get with Forstner’s Pat Boone Jewelry. 


To identify your store 
with the nationally 
advertised Pat Boone 
Contest, you get 
¢ Two-Color Display Card 
and Two-Color Poster 
: for window display. 
: Display featuring ¢ Headquarters Sign and 
identification bracelets in handsome gift boxes. other units shown, 





For complete information, 
contact your Forstner distributor 


JEWELRY’S NAME FOR QUALITY 


FORSTNER, Inc., Irvington 11, New Jersey 
Showrooms: 
320 Fifth Avenue, New York 1, New York 
Anklet Display featuring 29 East Madison Street, Chicago 2, IIlinois 
6 beautifully styled ankiets. Forstner, (Canada) Ltd., Sherbrooke, Quebec 





HIA, UHAA members vote overwhelmingly 
to form American Watchmakers Institute 


Despite differences at the sum- 
mit when their leaders talked of 
merger, members of the Horologi- 
cal Institute of America and the 
United Horological Association of 
America have voted overwhelm- 
ingly to organize a single national 
organization —the American 
Watchmakers Institute. 

The votes came in on postcard 
ballots sent to the 4400 members 
of HIA and the 1200 members of 
UHAA. President Raymond F. 
Soucie called HIA results (1322, 
yes; 97, no) “an enthusiastic vote 
of confidence.” Norman D. Luth, 
head of UHAA, said of his tally 
(447, yes; 20, no): “The issue was 
never in question.” 

A joint chartering convention 
for the American Watchmakers 
Institute will be held about the 
middle of next year. Details for 
a constitution and by-laws will be 
worked out by an interim 15-man 
board of directors selected by both 
associations. HIA will pick nine 
directors of the board, UHAA will 
choose six. 

The question of merger first 
came up about 19 years ago. More 


recently, committees from both as- 
sociations met 11 times jointly 
and 15 times separately during 
UHAA’s convention in Denver last 
year. 

Following the convention, the 
talks bogged down in _ dissent. 
These were the main points of con- 
tention: disagreement on name; 
disagreement on board of directors 
(UHAA, with about one-fourth as 
many members at HIA, wanted 
more board members than HIA be- 
lieved it should have); and dis- 
agreement on dues (HIA wanted 
annual dues at a lower starting 
rate than UHAA). 

As a result of the impasse, each 
association sought to strengthen 
its position by beginning vigorous 
membership drives. 

A breach in the deadlock came 
early this year when UHAA presi- 
dent Norman D. Luth issued a 
press release discussing the points 
of contention. 

“IT personally don’t care what 
name is given to the unified organ- 
ization,” he said, and added: “I 
surely don’t like the word ‘Horo- 
logical’... if we are going to work 
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BULOVA SALES CONTEST WINNERS: The best ideas for promoting the 





sale of fine jeweled watches, gleaned in a nationwide contest among Bulova 
Watch Co. sales representatives, won cash prizes or plaque awards for five 
salesmen, shown above with Bulova Vice-president Emanuel Hochman (third 
from right). Salesmen, from left: Vincent Musac of Amityville, N. Y., Jesse 
Henshel of Rockville Centre, N. Y., Herbert Lewis of Atlanta, Sid Dember of 
Reading, Pa., and Elihu B. Bernstein of Tampa, Fla. Plaques were also awarded 
at Bulova’s Chicago sales meeting to idea-producers Charles and Harold Ger- 
main of Chicago and Los Angeles respectively, Joe Chisholm of Chicago, Ed 
Jacobson of Pittsburgh, Mort Smith of Denver. 
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with the consuming public.” 

Luth’s release further pointed 
out: “Just the minute there is a 
formal agreement on unification, 
there will not be such a thing as 
UHAA, nor HIA. There will be 
only one, solid, firm and active or- 
ganization for the watchmakers, 
whatever the name may be. So 
why worry about representation on 
the board?” 

On the matter of dues, Luth 
said: “We are willing to hold our 
dues structure to $5 where it has 
been for years, but inflation has 
taken its percentage, and expanded 
efforts cannot be expected to be 
phenomenal without adequate 
financing.” 

The name of the new organiza- 
tion was decided upon at a meet- 
ing of both associations’ unifica- 
tion committees and approved by 
the two boards of directors. 

The American Watchmakers In- 
stitute’s board of directors will 
have 15 members, the same num- 
ber now on the interim board. 
(Presently, HIA has a 27-man 
board, UHAA a nine-man board.) 
The directors will be chosen by 
members at the first convention. 

Annual dues in AWI will be $10. 
Members of both associations, 
given a choice between $10 and $7 
annual dues, chose the higher 
amount. 

A tentative program for AWI 
has already been worked out. Here 
are its basic points: 

1. AWI plans to clevelop one 
Certified Master Watchmaker ex- 
amination without affecting the 
validity of present certificates of 
both associations. 

2. The new organization will 
support and print its own “Monthly 
Newsletter,” edited to express the 
beliefs of the Institute and its 
program needs. 

3. A program of education with- 
in the trade will give members 
constant access to information 
about new developments. 

4. A vigorous public relations, 
trade relations and awards pro- 
gram will include a Watch Mark 
Identification Program as a public 
service to aid law enforcement 
agencies. 

5. AWI will endeavor to estab- 
lish closer relationships with other 
industry groups at both local and 
national levels. 
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identification bracelets in handsome gift boxes. 


Display featuring 


Qe ee SS 


other units shown, 


Anklet Display featuring 
6 beautifully styled anklets. 


Two watch sales in every three 
are pin-levers, U.S. study reveals 


Figures in the following analysis 
are taken from a report by the 
U. S. Tariff Commission to Presi- 
dent Eisenhower. The 29-page 
study, titled “Watch Movements,” 
was submitted on July 25. 


The pin lever watch—thinner 
than ever and in a dashing ward- 
robe of sizes, shapes and styles, 
for men, women and children— 
caught more of the nation’s eye in 
1958 than ever before. 

Of the 19.8 million watches “ap- 
parently consumed” in the U. S. 
last year, an imposing 67 per cent 
—13.3  million—were the lower- 
priced pin levers with no jewels or 
only one jewel. In the first quarter 
of 1959, 69 per cent of the 4.8 mil- 
lion watches bought by U. S. cus- 
tomers were pins. 

Jeweled lever watch sales in 
1958, meanwhile, were at a low 
ebb, partly as a result of the im- 
proved pins, partly because of the 
recession pinch on U. S. pocket- 
books, partly because of “the 
mounting cost of repairs” (most 
pin lever watches “are discarded 
rather than repaired’). In 1954 
jeweled levers commanded more 


than half of the U. S. watch mar- 
ket; in 1958 they could muster only 
a third of it. 

Where are all the pin levers 
coming from? Between 1952 and 
1958, imports of pin levers in- 
creased from 2.3 million units (or 
21 per cent of total imports) to 4.8 
million (or 46 per cent of total im- 
ports). 

During the same years, domestic 
pin lever production jumped from 
6 million units to 8.5 million units. 
Domestic output in the first three 
months of 1959 was 2.3 million 
units, an increase of 24 per cent 
over the 1.9 million units produced 
by domestic makers in first-quarter 
1958. 

Most of the jump in imported 
pins is in the smallest-size move- 
ments, used in women’s watches. 
These climbed from 42,000 move- 
ments in 1952 to 1.63 million in 
1958. In the first three months of 
1959, some 425,000 of these small- 
size pins were imported, as com- 
pared with 254,000 units in first- 
quarter 1958. 

The growth in imports of pin 
levers, which have only about one- 
fourth the average foreign value of 
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29 East Madison Street, Chicago 2, Illinois 
Forstner, (Canada) Ltd., Sherbrooke, Quebec 
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17-jewel jeweled levers, accounts 
for the drop in total foreign value 
of imports, from $58.8 million in 
1952 to $46.3 million in 1958. 

Major U. S. producers of pin 
levers in 1958 were General Time 
Corp., U. S. Time Corp., E. In- 
graham Co., and New Haven Clock 
& Watch Co. Some jeweled pin 
levers are being made by new 
Precision Time Corp. in Stras- 
burg, Pa. General Time with sub- 
sidiaries in Canada, Scotland and 
Brazil, and U. S. Time with plants 
in Scotland, West Germany, France 
and England, also sell imported pin 
levers. 

Most U. S.-made pin levers are 
cased in this country; most im- 
ported pins are cased abroad. 

Domestic pin lever makers now 
make more of the narrower and 
thinner pin levers than they for- 
merly did; some plan to market 
still narrower and thinner models. 
One maker now markets men’s 
models of self-winding pin levers, 
all parts of which are made in 
the U. S. 


The ailing jeweled lever 


Total sale of watches containing 
two or more jewels in the U. 8. 
last year was 6.5 million. This is 
quite a plummet down from the 
11.9 million units sold in 1953, even 
from the 8.3 million units sold in 
1957. 

Of these 6.5 million watches 
with two or more jewels, imports 
accounted for about 5.6 million, 
mainly in Swiss-made 16- and 17- 
jewel models. U. S. makers— 
Bulova, Hamilton and Elgin— 
could claim only 917,000 in domes- 
tic production (smallest U. 8S. out- 
put since depression-year 1933). 

Confronted with declining sales 
of jeweled lever watches, the 
Watchmakers of Switzerland made 
a study of the U. S. watch market, 
found that “consumers on the 
whole have downgraded their ex- 
pectations regarding jeweled-lever 
watches ... they do not any longer 
know what a good watch is worth 
or how much to pay for it.” The 


CHECK YOUR WATER AND OIL, SIR?: This display, in the window of 
lime Mart Jewelers in New York, is one example of jeweler tie-in with the 
national “Summer Check-Up” promotion being staged this year by the Watch- 
makers of Switzerland. Focus centers about the window banner and display chandising, marketing practices 
card furnished in the merchandising kit of the Swiss Watchmakers, which was current in the jeweled lever indus- 
sent to the nation’s jewelers and watchmakers in June. Exhibit includes water- trv. (The Watchmakers of Swit- 
proof testing machine, genuine parts, watches, watch attachments. Swiss’ idea ; : : ; 

is to spur lagging summertime watch sales, boost store traffic on the “Summer zerland will run a national ad cam- 
is a danger time for watches” theme. One feature is a 24-hour free check-up paign and consumer contest for 60 
offer. Kit includes ads, commercials. days before Christmas this fall, to 


Swiss report also included a criti- 
cal review of the advertising, mer- 
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try to rebuild the public’s interest 
in quality watches. ) 

Movements with more than 17 
jewels have accounted for a stead- 
ily rising share of U. S. jeweled 
lever production, amounted to 8&8 
per cent in 1958, 93 per cent in the 
first three months of 1959. 

Before 1952, U. S. makers of 
jeweled levers did no other manu- 
facture. In 1958, though, only 41 
per cent of their income was from 
watch sales; other business comes 
from defense contracts and from 
production of other of a wide range 
of articles. 

All domestic producers import 
watch movements: Bulova has 
owned a jeweled lever factory in 
Switzerland since the 1930’s; Ham- 
ilton purchased a Swiss watch as- 
sembly plant in 1959, in 1957 
signed an agreement with a Japa- 
nese watchmaking firm to sell Jap- 
anese watches in the Western 
Hemisphere (none sold so far in 
the U. S.); Elgin has obtained ap- 
proval from Switzerland to produce 
watches there. 

In 1948 there were 10,000 pro- 
duction workers employed in the 
U. S. jeweled lever watch industry. 
In 1958 there were only 2560. 


Imports vs. home-grown product 


In 1952 U. S. 
made only 44 per cent of the 
watches purchased in the U. S. 
Their share of the market in 1958 
had grown to 49 per cent. Still, 
the volume of imports in 1958 was 
8 per cent higher than it was in 
1954 (the year Ike raised duties). 
And imports in the first three 
months of 1959 leaped to 2.4 mil- 
lion units, biggest first quarter 
since 1953. 


watch makers 


Contest gives consumers 
‘quality difference’ story 


By putting consumers face to 
face with their jewelers through a 


“Swiss Vacation” contest begin- 
ning Oct. 1, The Watchmakers of 
Switzerland hope to demonstrate 
the advantages of a quality watch 
movement. 

Here’s how the contest will 
work: Entrants will tell what the 
“quality difference” in a jeweled- 
lever watch means to them after 
talking with a jeweler and seeing 
his display. 
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According to The Watchmakers 
of Switzerland, this means that 
jewelers will be getting into their 
stores large numbers of people 
whom they’ve never had as pro- 
spective customers before. The 
contest will be advertised in news- 
papers, national magazines and ra- 
dio. Merchandising kits with dis- 
play cards, window streamers, ad 


See the amazing quality difference ! 
Tell us what it means to you... and 


Contest window display card 
have yours yet? 


mats and booklets are being sent 
to jewelers. 

Prizes include a three-week paid 
vacation for two to Switzerland 
(plus a 15-day trip to Switzerland 
for the winner’s jeweler), mink 
stoles, cameras, projectors, type- 
writers and, of course, quality 
watches. 

To establish the fullest store- 
wide support for the promotion, 
The Watchmakers of Switzerland 
recommend: 

1. Hold an advance meeting of 
store personnel to explain the con- 
test’s objectives. 

2. Have your watchmaker give 
everyone on the staff a_ short 
course on the mechanics and func- 
tioning of a quality watch. 

3. Discuss procedure to be fol- 
lowed when people come in to enter 
the contest. 

4. Make maximum use of the 


promotional material provided in 


the contest merchandising kit. 
(Jewelers not receiving their kit 
by Sept. 25 may contact The 
Watchmakers of Switzerland, Suite 
1105, 730 Fifth Ave., New York.) 


Jewelers clamor for 
JIC’s quality watch ads 


Requests at the rate of 300 per 
day have been pouring into the 
Jewelry Industry Council for its 
free Quality Watch Newspaper Ad- 
vertising and Mat Service, by 
which JIC hopes to “get the qual- 
ity watch business back into the 
jewelry store.” 

Council announced its ad mat 
service at the RJA convention in 
New York. Announcement folder 
contained a reply card for jewel- 
ers’ use in requesting material. 
JIC estimates there are more than 
6000 retail jewelers who use news- 
paper advertising. 

Available in the program are 
reproductions of four large news- 
paper ad mats which stress dura- 
bility, accuracy, beauty and pres- 
tige of jeweled lever watches; 
three smaller ads in proof form 
which boost jeweled lever quality; 
and diagrams of ad layouts, which 
show jewelers how ad mats and 
copy for the smaller ads can be 
combined with pictures of specific 
watches. 

Larger ads provide space for 
names and addresses for any num- 
ber of stores in a community that 
wish cooperatively to sponsor the 
ads. Both the small and the large 
ads come with copy suggestions. 
Copy is designed to send the public 
to the jeweler as the authority and 
source for quality watches, says 
JIC President Albert E. Haase. 

Ads are intended for use early in 
September and for continued use 
through October, November and 
December. 

JIC is covering the administra- 
tive bills for the service; The 
Watchmakers of Switzerland and 
20 subscribing watch suppliers are 
paying for the ad mats and other 
parts of the service. 





Clue sought: A watch may be 
the only clue to the murderer of 
Elbert Walker, a Southern Pacific 
Railroad worker, says Sheriff 
H. “Skeet” Bowman of Safford, 
Ariz. The watch was taken from 
Walker’s body. It is a gold-plated 
railroad-type Elgin, size 16, 21- 
jewel movement, #1 272934, with 
gold chain attached. 
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‘Cultured’ rubies shown 
to jewelers by Chatham 


Carroll Chatham, the research 
chemist who has crystalized what 
he calls “cultured” emeralds by a 
secret process in his downtown 
San Francisco laboratory since 
1935, has produced “cultured” 
rubies. 

He displayed a number of crys- 
tals, a half-carat to 40 carats in 
size, before jewelers, gemologists 
and the press during the RJA 
show in New York. 

Reaction was swift. 
long feature stories 
Who ‘Grows’ Gems” and “Gems 
‘Grow’ in His Lab”) appeared 
next day in the Journal-American 
and the Herald-Tribune, and Chat- 
ham appeared on Dave Garro- 
way’s TV show. But the Jewel- 
ers’ Vigilance Committee, quoting 
many authorities, felt that Chat- 
ham’s products, regardless of how 
they are made, should be called 
synthetic. 

“Sometime next year, we will 
market a small quantity of cul- 
tured rubies,” Chatham told his 
200 guests. “Like the emeralds, 
they are grown during a period of 
many months, but at half the 
speed of emerald, which needs a 
full year regardless of size. The 
rubies require about two years, 
with 3000 to 4000 carats in a 
batch. 


Column- 


Beeps but no bruises 


“IT am here today, before an- 
nouncing them to the public, to 
show jewelers that I am not try- 
ing to upset anybody’s market. 
Since we have been selling cul- 
tured emeralds, the price has 
steadily increased for natural em- 
eralds; today the public is paying 
rnore than it ever did for them. I 
am convinced that the cultured 
ruby will not hurt the natural 
ruby. I would be the last person 
to produce a product that would 
injure the acceptance of a natural 
stone. 

“Incidentally, the new cultured 
ruby will be valued in the electron- 
ics industry for certain types of 
radio messages from outer space. 
I hope with all my heart that 
jewelers will look kindly toward 
this development and not jump to 
any conclusions too rapidly.” 
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Chatham and controversial 
crystals 
what's in a name? 


G. H. Niemeyer, chairman of 
the Jewelers Vigilance Committee, 
promptly asked what nature had 
to do with the growth of Chat- 
ham’s crystals. And next day, at a 
meeting of. the committee, he said 
that a fully documented case 
against the use of the term “cul- 
tured” in describing synthetic 
stones had been presented to the 
Federal Trade Commission. 

Simultaneously, in a statement 
to the press, Walter Hoving, presi- 
dent of Tiffany & Co., declared 
that the jewelry trade “has always 
recognized ‘synthetic’ as referring 
to a man-made substitute with ap- 
proximately the same _ chemical 
composition, crystal structure and 
other properties as the genuine 
stone which it represents. Mr. 
Chatham’s product is exactly that, 
and in our opinion the term ‘cul- 
tured’ is misleading. .. . 

“The public should know that 
these synthetic emeralds show 
marked differences from the genu- 
ine stone, and any experienced 
jeweler can tell the difference with- 
out much trouble. For example, 
Mr. Chatham’s stones float in a 
solution of 2.67, whereas a real 
emerald will obviously not. The 
plain fact of the matter is that 
they are not emeralds or rubies at 
all but synthetic stones.” 

The Gemological Institute of 
America obtained some of the cul- 


tured-or-should-we-say - synthetic 
ruby crystals for study. They will 
be marketed, as are Chatham’s cul- 
tured-or-should-we-say - synthetic 
emeralds, by Ipekdjian Inc., New 
York. A long legal hassle over 
nomenclature may ensue, through 
FTC and the courts, unless Chat- 
ham and the Jewelers Vigilance 
Committee agree on what to call 
the green crystals, and now the 
red crystals, that come from San 
Francisco. 


Kienzle opens new 
U.S. clock sales office 


Kienzle Co., maker of clocks for 
130 years in the Black Forest of 
Wuerttemberg, Germany, has 
again opened an American sales 
office and showroom, at 102 Fifth 
Ave., New York. Firm had had a 
pre-war New York sales office. 

The firm, largest enterprise in 
Schwenningen a. N., Germany, in 
the famous Black Forest, makes 
wrist and pocket watches, plus a 
wide assortment of clocks, includ- 
ing alarm, travel alarm, table, 
kitchen, wall, hall, office, desk and 
automobile models, both electric 
and battery. 

The New York sales office will 
supply the U. S. needs, will also 
service its products. Hellmut 
Kienzle, director of the company, 
“will be spending a great deal of 
time in New York” to help build 
sales outlets for the lines. 


Oldest Boston Jewelers 
Club member dies at 96 


Eugene Sanger, oldest member 
of the Boston Jewelers Club and 
retired president of Sanger & Co., 
died last month. He was 96. 

In the jewelry business since his 
youth, Sanger retired from his 
wholesale firm three years ago. 


Eugene Sanger 
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More gyps now “‘coat’”’ 
diamonds, JVC warns 


Increasingly, unscrupulous deal- 
ers are coating the surface of off- 
color diamonds, to improve their 
appearance and sell them to un- 
suspecting purchasers at fancy 
prices. 

“Sizable stones,” the Jewelers 
Vigilance Committee declared last 
month in a warning to the trade, 
“are coated in such a way that 
some of the objectionable color is 
absorbed or neutralized, making 
the stones appear whiter and 
therefore more valuable. There is 
no indication at present that 
smaller stones are being coated.” 

The diamond’s original color 
may be restored by strong acids 
or a hot 25 per cent acid pickle. 
This treatment does not harm the 
diamonds, though it may impair 
the mountings and certainly de- 
stroys evidence that someone has 
doctored the stones. (“Anyone un- 
used to working with these re- 
agents should beware of handling 
them,” JVC said.) 

The Committee is working with 
several laboratories to discover 
some simple, optical test which can 
detect the coatings. 

“It is suggested that merchants 
use every precaution to assure 
themselves that the diamonds they 
purchase have not been treated,” 
JVC said. “If they have any doubt 
they should require a statement 
from their supplier on the bill of 
purchase guaranteeing that the 


color of the diamond is natural 
and unaltered.” 

The coating process is quite 
different from earlier ways of 
artificially coloring diamonds. 
For years, gyp dealers have 
touched up the surface with in- 
delible pencil or a blue dye to 
screen out the yellow or brown 
color. This fakery was simple to 
detect because the dyes were usu- 
ally soluble in alcohol. The coat- 
ing should not be confused, either, 
with cyclotron or radium treat- 
ment which imparts a presumably 
permanent canary, brown or green 
color. Spectrographic tests can 
determine whether a diamond’s 
“fancy” color is natural or the 
result of radiation. 

Addressing the mid-year meet- 
ing of JVC’s directors Aug. 12 in 
New York, Chairman G. H. Nie- 
meyer: 

@® Urged the industry not to 
condone the use of “clever phrases 
or weasel words which confuse 
and deceive.” 

@® Praised the Guide Against 
Deceptive Pricing, issued last fall 
by the Federal Trade Commission. 

@® Asked retail jewelers to call 
JVC’s attention to deceptive, mis- 
leading or false advertising. 

® Said the JVC is working with 
manufacturing, wholesale and re- 
tail jewelers’ organizations to 
amend the National Stamping 
Law. If amended, the law would 
require the maker’s or distribu- 
tor’s name or trademark to appear 
on articles made of gold or silver. 





HOW’S THE GRIP, ED?: Sammy 
Snead offers some grip tips to Ham- 
ilton Watch Co. president Arthur B. 
Sinkler (center) and vice president 
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Rufus A. Fulton. The golf pro was 
a guest speaker at Hamilton’s fourth 
national sales conference, held at 
firm’s Lancaster, Pa., headquarters. 


VIVE LA JACQUES: Jacques Kreis- 
ler Sales Manager Julien Keilus, 
Stylist Marge Mathews and President 
Toby Stern discuss the new “Paris- 
ienne” ladies’ watchband and its coun- 
ter display, introduced during Kreis- 
ler’s recent sales meeting in New 
York. Kreisler also unveiled a new 
model lighter, the “Colibri by Kreisler 
Butane-Powered Lighter.” The Paris- 
ienne watchband comes in brocaded 
and tapestry designs, with plain and 
jeweled ends. 


Hamilton moves to buy 
Wallace Silversmiths 


Hamilton Watch Co. is negoti- 
ating for the purchase at $22 a 
share of all of the 300,000 common 
and 23,600 preferred shares of 
stock of Wallace Silversmiths. 

The offer, mailed to each of some 
20 holders of Wallace stock, ex- 
pires Aug. 30. Price Hamilton 
will pay, if the purchase is consum- 
mated, will be more than $7.1 mil- 
lion. 

“Hamilton Watch Co. has been 
interested for some time in acquir- 
ing a silver manufacturing com- 
pany,” said President Arthur J. 
Sinkler, “to broaden its marketing 
program in the jewelry industry. 
This acquisition would lend itself 
most favorably to this plan.” 

Wallace, based in Wallingford, 
Conn., makes hollow and flat silver- 
ware, fireplace equipment, plastic 
dishes and stainless steel table- 
ware. 





NEVER MARX: Russian Model Vi- 
taly Vorobyev, appearing in the 
Russian Trade Fair at the New York 
Coliseum, gets the facts about the 
smooth-shaving Remington Electric 
shaver from TV Salesman Dick Stark. 
Vitaly exchanged his Russian-made 
“Neva” electric shaver for Stark’s 
Remington Roll-A-Matic. 


STAN THE BOY: 17-year-old Stan 
Abrams, winner for the second year 
of the annual Rhode Island Jaycee 
Junior Golf Tournament, receives the 
Anson Cup from an Anson represen- 
tative. Anson, Rhode Island maker of 
men’s jewelry and jewel cases, pre- 
sents the coveted trophy each year. 
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BRINGING HOME THE BACON —SWISS-STYLE: Mr. and Mrs. Kenneth 
Engel of Engel Jewelers in Kokomo, Ind., pose with the 66-pound wheel of 
Swiss Greyerzer cheese which they won as a door prize at the recent “Night 
in Switzerland” banquet at the Chicago show of the Retail Jewelers of 
America. Delicacy is strapped to Engel’s back with an authentic wooden carrier 
used by Alpine husbands to bring home the family cheese supply from market. 
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THE PRESS IMPRESSED: Model Nancy Sinclair, second from right, shows 
fascinated newspaper fashion editors a quality Swiss watch appropriate for 
formal evening wear. Some 250 editors attended the show sponsored by the 
Watchmakers of Switzerland—‘“Fashions in Time”’—held during the New 
York Dress Institute’s annual press week July 13 in the Hotel Pierre in New 
York. More than 100 quality watches were shown with the newest in clothes 
for men and women. 
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JC-K 
PHOTO REPORT 


HELPING TRIM HER TREE: TV 
star Dave Garroway of NBC’s popu- 
lar “Today” show will be sponsored 
this fall by the Sterling Silversmiths 
of America. Garroway will promote 
the “Trim Her Tree with Sterling” 
campaign set up by the Silversmiths 
to help retailers. Commercials will be 
built around the _ Silversmiths’ 
Christmas display and Mistletoe Bow 
gift wrap merchandising plan. Other 
teller of the sterling story, starting 
Oct. 2, will be TV Star Dick Clark, 
who will advise “American Band- 
stand” viewers to “get started with 
sterling.” 
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B-B-B-BEAUTIFUL: Bonnie Bunkley 
of Memphis, Tenn., was crowned 
“Miss Southern Jewelry Queen” at the 
recent ninth annual Southern Jewelry 
Show in Atlanta. She represented the 
Tennessee Horological Society. Guests 
at the show included Georgia Gover- 
nor Ernest Vandiver and RJA Re- 
gional Vice President H. A. Goldberg. 


ee 
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KEEPSAKE-IFFIC: Dick Clark (center), favorite dise-jockey of many teen- 
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ZALEMOLUMENT: Wayne Prentice, 
tep Zale Jewelry Co. store manager 
in a recent contest throughout Zale’s 
134-store chain, boards a Sabena Bel- 
gian Airlines plane with his wife July 
27 for a two-week prize vacation in 
Europe. Couple visited Brussels, Nice, 
Antwerp, Geneva, Paris. Prentice is 
manager of the Zale branch at 5801 
W. 44th St., Denver, Colo. 
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agers, admires a new style wedding ring set shown by Al Doolittle, Keepsake 
advertising manager, and Dick Davis, Keepsake treasurer. A portion of Clark’s 
“American Bandstand” ABC-TV show will be sponsored by A. H. Pond Co., 
makers of Keepsake, this fall. Company says this is the first time in the indus- 
try a diamond firm will sponsor a major network TV show; offers tie-in mer- 


chandising aids to retailers. 





Bulova Chiefs Harry B. Henshel, incoming, and John Ballard, retiring 
the old order changing 


Harry B. Henshel is 


new Bulova president 


Harvard-educated, 40 - year - old 
Harry B. Henshel was elected 
president of Bulova Watch Co. late 
in July, to succeed office-boy-to- 
president John Ballard, age 66, 
who is retiring. 

Young Hensel, son of Bulova 
vice-chairman of the board Col. 
Harry Henshel, is the third presi- 
dent of the firm founded in 1875 
by Joseph Bulova. He was gradu- 
ated from Brown University in 
1940, spent five yea: with the 
Army and Air Force during World 
War II, was graduated for Com- 
mand and General! Staff School in 
1945. 

He was a sales representative 
for Bulova in New England in 
1948, was elected assistant secre- 
tary in 1949, corporation secretary 
in 1951, took a year off to get a 
degree from Harvard Graduate 
School of Business Administration, 
became vice-president in 1957, ex- 
ecutive vice-president in 1958. 

He is a trustee of several major 
universities, is a member of the 
records, timing and track and field 
committees of the National Ama- 
teur Athletic Union, is active in 
business and civic groups. He lives 
with his wife and four daughters 
in Searsdale, N. Y. 

Ballard’s retirement concludes a 
50-year Bulova career begun at age 
16 as a $4-a-week office boy. Bal- 
lard catapulted quickly up through 
the sales and merchandising func- 
tions of the company, conceived 
the idea in 1925 of buying radio 
time between programs to an- 
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nounce the correct “Bulova Watch 
Time.” These pioneer spot radio 
announcements have been credited 
with helping to start Bulova’s up- 
spiral of sales and earnings. Bal- 
lard will continue as a director of 
the firm. 


Mississippi RJA elects 
Farnsworth president 


Palmer Farnsworth, owner of 
Farnsworth Jewelry in Greenville, 
Miss., was elected president of the 
Mississippi Retail Jewelers Asso- 
ciation at its 8th annual conven- 
tion, July 13, in Biloxi. He suc- 
ceeds J. Ralph Smith of Brook- 
haven. 

Other officers-elect: Harry Sim- 
mons of Winona and Robert Roll- 
ings of Hattiesburg, vice-presi- 


dents; Harvey Carpenter of Bates- 
ville, secretary-treasurer. 

Some 150 association members 
heard addresses by Gem Whole- 
saler Dr. A. E. Alexander of New 
York, one-time gem buyer for Tif- 
fany’s, and by Diamond Expert 
Gladys B. Hannaford. 


Texas watchmakers 
elect Thomason leader 


At their 12th annual convention 
June 5-7 in the Hilton Hotel in San 
Antonio, 150 watchmakers and 
their wives elected John C. Thoma- 
son of Houston 1960 president. He 
succeeds William F. Pruett of Ty- 
ler. 

Other new officers-elect: R. C. 
Hatfield of San Antonio, first vice- 
president; R. B. Raymond of Dal- 
las, second vice-president; James 
M. Reeh of West Orange, secre- 
tary; Raul A. Gomez of San An- 
tonio, treasirer. Raymond was 
appointed 1960 convention commit- 
tee chairman; affair will be held 
in Dallas. 

Instruction on the electric watch 
was given by Hamilton Watch Co. 
Representative Frank Russell. A 
film and instruction on the Elgin 
Duro Balance was presented by 
Granville Webb. Discussion on ul- 
trasonic watch cleaning was led by 
Jack Ivers of American Time Prod- 
ucts, Jack Marshall of C. & E. Mar- 
shall Co., Don Henderson of Mc- 
Kenna Ultrasonics. 





BEARDED IN BILOXI: Retiring President James Smith, left, passes the 
Mississippi RJA gavel to incoming President Palmer Farnsworth. 
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Space sells fast for 
first MJ&SA exposition 


The first annual convention and 
industrial exposition of the Manu- 
facturing Jewelers & Silversmiths 
of America Inc., set for Oct. 14-16 
in conjunction with the associa- 
tion’s annual meeting, is attracting 
broad interest among agencies co- 
operating to stage the convention 
program and among jewelry indus- 
try suppliers. 

Event has been termed a much- 
needed focal point for the industry, 
where manufacturers and their 
suppliers will be able to meet and 
discuss mutual problems and come 
in touch with technological and 
equipment developments. 

Exhibition space in the ballroom 
of the Providence Sheraton-Bilt- 
more Hotel has been largely allot- 
ted to precious and non-precious 
metals firms, electrical equipment 
builders, suppliers of production 
equipment and supplies, business 
systems, packaging and box people, 
plastics, adhesives and solders 
makers. 

Convention program will include 
sessions on metals and metal fin- 
ishing, tool engineering, jewelry 
industry research, product diver- 
sification, packaging, personnel, 
shipping, automation, fashion, 
marketing and finance. 


Wholesale-retail firms 
get ““Gellman’’ tax break 


A firm which has “separately 
identifiable” wholesale and retail 
operations may now claim tax ex- 
emption on ‘“Gellman-type” sales 
(i.e., sales of taxable items for use 
as awards premiums, prizes, etc.), 
if the sales are made by the whole- 
sale operation, says the Internal 
Revenue Service. 

But it continues to insist that 
such sales are subject to the tax 
when made by a retail operation. 

To qualify for tax exemption 
under the expanded new IRS rul- 
ing, a wholesale-retail firm must: 
be recognized by the trade and the 
public as being engaged in both 
a wholesale and retail business; 
establish that the two businesses 
are separate and clearly recogniz- 
able; establish that the Gellman 
sales are made as part of the 
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wholesale, and not the retail seg- 
ment of the business. 

In determining a firm’s qualifica- 
tions for exemption, IRS will con- 
sider how separate the two opera- 
tions are, whether each is pro- 
moted by its own advertising, 
whether employees are assigned 
exclusively to one or the other of 
the two, plus other considerations. 

The IRS ruling also states that 
manufacturers, wholesalers, dis- 
tributors and jobbers engaged ex- 
clusively in making Gellman-type 
sales are recognized as carrying on 
an established wholesale operation. 
If these merchants, however, have 
retail operations, they can claim 
tax exemption on Gellman sales 
only if they can establish that 
those sales are made by their 
wholesale branch. 


Engelhard opens big 


research laboratory 


Gov. Robert B. Meyner last 
month dedicated a new million- 
dollar research and development 
laboratory in Newark, N. J., for 
Engelhard Industries, Inc., large 
precious metals refiner and fabri- 
cator. 

Speaking before 300 persons at 
the new laboratory on Delancey 
St., the Governor stressed Engel- 
hard Industries’ contributions to 
“areas of industrial opportunity in 
which our future as a State rests.” 
He identified these as nuclear en- 
ergy, synthetics, pharmaceuticals, 
petroleum, automation and preci- 
sion instrumentation. 

Projects in the laboratory, ac- 
cording to Senior ‘ ‘re-President 


Dr. Edgar Rosenblatt, include 
study of the properties and refin- 
ing of the platinum metals and 
their alloys; the effect of platinum 
metal catalysts on organic com- 
pounds; the use of platinum metals 
in petroleum chemistry; the sur- 
face conditioning of metals; plati- 
num metals electroplating; electron 
microscopy; and spectroscopy. 


Schick puts $3 million 
in 13-week ad campaign 


Schick, Inc., will spend $3 mil- 
lion in 13 weeks this fall for ads 
featuring its line of electric shav- 
ers for men and women. 

The advertising campaign is said 
to be the biggest of its kind in the 
company’s history. It will include 
newspavers, national consumer 
magazines, trade publications and 
television. 

According to the company, the 
promotion is the first of major pro- 
portions since its top executive 
force was reorganized several 
months ago. The personnel changes 
were followed by new selling and 
price policies and the introduction 
of a three-speed razor. 

Schick has revamped its market- 
ing methods, now uses a direct 
sales force in the field instead of 
a distributor setup. It has also 
abolished its trade-in program. 

One new feature of Schick’s line 
for men will be a home/travel 
electric shaver for use in home, 
car, truck or boat. New model was 
shown at two recent Schick re- 
gional sales meetings, on July 29-30 
in New York and on Aug. 1-2 in 
Chicago. 





Schick executives with new three-speed razor 
for truck, car, boat or home 











STATE OF THE JEWELRY BUSINESS 


(Tabulated each month, to help readers spot industry trends) 


IMPORTS 


% change 


from 


June 1959 June 1958 


WATCH MOVEMENTS (units) 
0-1 jewel 593,557 
2-7 jewels 105,431 
8-15 jewels 4,525 
16, 17 jewels 530,390 
over 17 jewels 1,642 
all movements 1,235,545 


DIAMONDS 
uncut, by carats 
uncut, by value 
cut, by carats 101,169 
cut, by value $7,671,542 
CULTURED PEARLS $1,186,563 
IMITATION STONES $699,311 


140,280 
$6,098,121 


EXCISE TAXES 


Jan.-Mar. 
1959 
AMOUNT COLLECTED $59,043 
(add 000) 


+70.7 
+34.0 

+0.7 
+ 53.6 
— 18.7 
+58.8 


+ 56.2 
+25.9 
+95.6 
-+45.3 


+22.2 


% change 

from Jan.- 

Mar. 1958 
+2.2 


Jan.-June 
1959 


5,545,824 


631,253 


$40,924,586 


445,783 


$41,982,523 


$6,923,687 


$5,678,499 


VITAL STATISTICS 


June 1959 
MARRIAGES 205,000 


BIRTHS 


FAILURES 


CASH JEWELERS 
INSTALLMENT JEWELERS 
WATCH REPAIRERS 
WHOLESALERS 
MANUFACTURERS 


WHOLESALE JEWELERS’ 

SALES 

JUNE 1959 

% change % change 
from from 

June 1958 May 1959 
+1] +] 
+13 0 


SALES 
INVENTORY 


% change 
from 
June 1958 


+6.2 


from 


July 1958 


Jan.-June 
1959 
715,000 


Jan.-July 
1959 
86 
32 
3 
25 
17 


°% change 
from Jan.- 
June 1958 


+39.3 
+44.9 
+16.4 
+ 28.0 
—16.9 
+34.5 


+38.0 
+32.5 
+61.3 
+45.8 


+31.8 
+1067.9 


% change 

from Jan.- 

Dec. 1957 
—2.5 


°% change 
from Jan.- 
June 1958 


from Jan.- 

July 1958 
—21,1 
+90.0 
— 25.0 
—3.8 
—41.4 


DEPARTMENT STORE SALES 
JUNE 1959 
% change % change 


| WATCHES 


from 


from Jan.- 


June 1958 June 1958 
FINE JEWELRY, 


+22 


SILVERWARE, 


' CLOCKS 


+10 


COSTUME 


' JEWELRY 


METAL PRICES—MID-AUGUST 1959 


(troy ounce, large lots) 


Mid-August 


1959 
$.91 3/8 
$77 
$18 
$75 


SILVER 
PLATINUM 
PALLADIUM 
IRIDIUM 


One Year 


Ago 


$.88 5/8 
$62 
$19 
$80 


+15 


+6 


% change 
+3.4 
+24.2 
—5.2 
—6.3 











IRS rules on tax status 
of charity bazaar sales 


Jewelry and other retail excise 
taxes must be collected by a tax- 
exempt group even when it sells 
the taxable goods on consignment, 
Internal Revenue Service has 
ruled. 

In the case which touched off 
the ruling, a non-profit educa- 
tional organization (which is tax- 
exempt) sells jewelry and other 
taxable items on consignment 
from local merchants at an an- 
nual bazaar. Organization con- 
trols and determines prices at 
which the items are sold. 

IRS points out that past rul- 
ings, upheld by the courts, pro- 
vide that where a consignee main- 
tains control over the terms and 
prices for which the articles are 
sold, the consignee is responsible 
for collecting and paying the ex- 
cise. 

If the original consignor re- 
tains control over the price, then 
he is liable for the tax, IRS says. 


Ellmore Silver names 
founder’s son president 


Bruin T. Lipman, son of Founder 
I, A. Lipman of Ellmore Silver Co., 
Inc., prominent firm in Meriden, 
Conn., was elected president of the 
firm in July at a meeting of the 
board of directors. 

Founder Lipman, who had been 
president, was elected chairman of 
the board, will serve in consultant 
capacity. New executive vice-presi- 
dent is Morton H. Greenblatt, son- 
in-law of I. A. Lipman. 

Ellmore makes sterling and sil- 
verplated ware, which is distrib- 
uted through its various divisions 
—Frank M. Whiting & Co., W. & S. 
Blackington Co., and Amston Sil- 
ver Co. 





PRICE CORRECTION: The text 
of an ad placed by Celsa Corp. of 
America on page 25 of JC-K’s 
August issue incorrectly quoted the 
price of a six-piece place setting of 
Avanti! sterling silver as $46 re- 
tail, federal tax included. Correct 
price is $44. 
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GRANAT SALES MEETING: Annual sales meeting of Granat Manufacturing 
Co., diamond ring maker in San Francisco, was held in July at the Sir Francis 
Drake Hotel. Seated, from left: Wally McWhirter, Bill Gollberg, Frank Granat, 


Des Smith, Joseph Granat, Paul Branyen, Lloyd Mishler. Standing, from left: 
Horace Morden, Irv Eaton, Sandy Wolfson, Nat Post, George Levine. 





Columbia salesmen see 
new diamond ring line 


Columbia Diamond Ring sales- 
men met on both coasts of the na- 
tion in late July to see the lines 
they will sell for Christmas, and 
to be briefed on merchandising and 
advertising plans. 

East coast meeting was held at 
the Axel Bros. factory in Jamaica, 
N. Y., in charge of Sales Manager 
Seymour P. Sadev. West Coast 
meeting was conducted by Vice- 
President C. Benjamin Axel. 

Emphasis at both meetings was 
on Columbia’s four lines for fall: 
Columbia diamond rings with the 
self-adjusting Tru-Fit feature; an 
expanded diamond watch and watch 
case line; the strengthened Lady 
America ring line; brand-new Im- 
perial Wedding Rings. 

Columbia executives said the re- 


tailer must establish his identity 
as a diamond store, or battle for 
survival unarmed and at a distinct 
disadvantage. 


a 


FOR ROYALTY, SOMETHING 
NEW: Vacheron & Constantin created 
this platinum-cased, 1.64 mm-move- 
ment watch for the Swiss Government 
to present to Prince Albert of Bel- 
gium on his marriage to Princess 
Paola Ruffo di Calabria. It was the 
second made-for-royalty watch fabri- 
cated by the Swiss firm. The first was 
a coronation gift for England’s Queen 
Elizabeth. 





(tcarved PVP 


- 
~ 


ff | THE MOST CONVINCING PROOF OF DIAMOND VALUE 











4 : 


a, se 


t 
: Rye 
¥ 


* 

e Pe os 
% ae ¥ 
a 


} 


| 

ph) 2 
atime 
ar 


‘ ; 
. 
ef 
ae 
eee 


er = te 


ARTCARVED ARTICULATORS: Sale 
Wood & Son, manufacturer of Artcarved diamond and wedding rings, 
held a semi-annual conference in New York. President W. Waters 
(seated fifth from left) told group company figures indicate a successful fall 


and Christmas selling season. 
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s representatives and executives of J. R. 
recently 
Schwab 


YOUR DIAMOND DREAM GIR 
1960: Without the aid of loupes, 
leading credit jeweler-members of the 
Diamond Council of America picked 
New York model Cindy Lindt as 
“Your Diamond Dream Girl.” Coun- 
cil president Mort Abelson presented 
her with a tiara. 


A COUPLE OF DEUCES: Two Sun- 
beam executives—sales vice president 
C. Clifford Mendler (left) and presi- 
dent Robert P. Gwinn—inspect the 
turbine brush unit of the company’s 
newly introduced Dual DeLuxe vac- 
uum cleaner. National distribution of 
the appliance is scheduled for com- 
pletion Nov. 1. 














@® Washington- 
Baltimore 
territory 
open for experienced 
salesman to carry well 
established nationally 
known watch  attach- 
ment line. State expe- 
rience and references. 
Box No. S 5304. 











reflection of confidence 


Ring on her finger and joy in their hearts . . . hearts that are 
full of confidence in their future, and in the ring they’ve chosen. 
eae You'll be glad you relied upon an 
Their Orange Blossom Master Jeweler has shown them where, ; 
on the inside of the ring, the diamond's carat weight and grade 
of perfection is engraved to verify its value forever. Then, too, 
MASTER JEWELER 


his professional advice, product of years of experience, has helped 


them choose exactly the ring that fits their tastes and their budget. 


ENGAGEMENT and WEDDING RINGS 
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Vermont jewelers elect 


Preston, Jr., president 


More than 100 members of the 
Vermont Retail Jewelers Associa- 
tion met June 21-22 in Stowe, 
heard a half-dozen top industry 
speakers, entertained the Governor 
and his wife, and elected William 
Preston, Jr., of Burlington 1959- 
1960 president. 

Group elected Paul Aubin of 
Lyndonville secretary - treasurer; 
also elected four regional vice- 
presidents: Henry Turgen of Wind- 
sor, southwest; Theodore Barrows 
of Springfield, southeast; Roger 
Jette of St. Albans, northwest; Al- 
fred LaBounty of Newport, north- 
east. 

Gov. and Mrs. Robert T. Stafford 
were guests of the association at 
its annual banquet. Mrs. Stafford 
was given a watch by Elgin Na- 
tional Watch Co. 

Convention speakers: Howard I. 
Michaels, prominent Connecticut 
jeweler and a vice-president of the 
Retail Jewelers of America; D. W. 
Leverenz of Elgin National Watch 


Co.; John Ambrose of the Sterling 
Silversmiths Guild of America; Ed- 
ward Jaeckle of the Watchmakers 
of Switzerland; Walter Mutz of 
Chelsea Clock Co.; Ernest Reuter 
of Leys, Christie & Co. 


Black, once Black Starr 


& Gorham president, dies 


Witherbee Black, retired presi- 
dent of Black Starr & Gorham, died 
last month in New York. He was 
80 years old. 

Black headed the retail jewelry 
firm from 1912 to 1957, when he 
retired. He joined Black Starr & 
Frost-Gorham in 1901 after gradu- 
ating from Princeton University. 
The store later assumed its present 
name. 

Black was also president of the 
Glorietta Oil Corp. and a director 
of the Fifth Avenue Association 
and the Hundred Year Association. 
He was a member of the 24 Karat 
Club. 

His wife, three daughters and 
two sons survive. 











\ 
Mr. Jeweler. ) 


here’s why YOU 
are here 





We're aware, as is no other firm, of 
your importance in every diamond 
sale. 


Except for size, diamonds are pretty 


_ much alike to the average buyer. When 


diamond values are in question, the 
purchaser is literally at the mercy of 
the man from whom he buys his stone. 
Because of customer dependence upon 
your integrity and experience, we are 
stressing the importance of your role 
in our national consumer advertising. 


You'll note our ads (the second, 
shown here, appears in November’s 
Seventeen magazine) all feature the 
jeweler in both illustration and mes- 
sage. And you will realize that here 
indeed is recognition of your very real 
importance in the sale of every Orange 
Blossom ring. We are pleased to recom- 


| mend the services of our dealers to the 


| public in this outstanding fashion. 


If you are not already associated 
with this powerful campaign to pro- 
mote the jeweler who sells Orange 
Blossom Rings, then you should, at 
once, learn about potential profits 
awaiting you as an Orange Blossom 


Master Jeweler. Benefit from our full 


HAMILTONIANS: Hamilton Watch Co.’s sales force gathered recently for 


its fourth national sales conference. Top left photo (back row, left to right) program of in-store displays, news- 


F. I. Tempel, L. C. Nelson, J. H. Hoober, J. C. Woodbury, J. V. Cook and 
R. Jayne; (front row): D. D. Hawley, A. A. Colvin, D. W. Davis, R. M. John- 
son and M. Davis. Tep right photo (back row): D. E. Blank, H. Cohn, W. J. 
Hartman, L. T. Bates, H. H. Adrian and R. Hughes; (front row): J. Wootton, 
S. J. Faracy, D. C. Earle, D. B. Stenfelt and L. G. Battel. Bottom left photo 
(back row): J. Joseph, W. J. Aukamp, M. J. Kirby, D. M. Adams, D. Balthaser 
and K. Lloyd. (front row): M. J. Carosielli, H. M. Smith, L. E. Wallace, 
D. Goldstein and W. J. Stoops. Bottom right photo (back row): D. F. Chap- 
man, R. Doumeng, W. B. Puffer, R. E. Hurst and P. Plaksin; (front row): 
H. G. Schleef, J. W. Strauss, R. Horst, G. Kamins and G. E. Egan. 


paper ad service, merchandising and 
sales promotion ideas, all tied to our 
national consumer advertising to help 


our Orange Blossom dealers sell dia- 











mond rings. Write to Dept. J-9. 


| TRAUB MANUFACTURING CO. 
| 1934 McGraw Avenve * Detroit 8, Michigan 
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GRENCI 


The best $5.00 Retail (Key- 
stone) Man’s Rosary on the 
Market. 

* GIFT BOXED - 


No. 1060 Round Biack or 
Brown, Sterling. Also available 
in oval Black or Brown, Ster- 
ling, No. 1570. 

ORDER FROM 


A. F. GRENCI 


Manufacturer "Ave Maria’ Rosaries 


136 Standard Avenue * Butler, Pennsylvania 




















See 
Classified 
Advertisements 


on page 194 





WATCH-BOTCHING 


is what you get when you 
buy your watch repair service 
on price alone. Cheaper at 
first, it hurts you later when 
your customers lose confi- 
dence in you and never 
return. 


Our reputation is built on 
quality watch repairing, fast 
service and competitive 
prices. Our nationwide clien- 
tele testifies to our reputation. 





Be convinced—send us your 
next watch repair jobs. 


KARELIN WATCH SERVICE 


116 NASSAU STREET NEW YORK 38, W. Y. 
CO 7-4895 
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RONSON—MOUNTAIN MANEUVERS: For their annual sales meeting this 
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M LITTLE C TO BIG D: Silver City Glass Co. of Meriden, Conn., recently 
opened a permanent display room in the New Dallas Trade Mart. Highlighting 
the company’s line of giftwares are sterling and 22K gold deposit on crystal 
and Talisman bridal glasses. James C. Lancaster is the firm’s area represen- 
tative. 
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AND NO IN LONG ISLAND: City, N. Y. The one-story structure, 
A. Cohen & Sons Corp., wholesale located near the Queensboro Bridge 
jewelry and giftware firm in New at 47-55 27th St., has 45,000 square 
York, Atlanta and Los Angeles, re- feet of floor space. The company’s 
cently put its new custom-built ware- main office and showrooms will re- 
house into operation in Long Island main in New York at 27 W. 23rd St. 


year, 46 Ronson Corp. executives and sales representatives massed in the beau- 
tiful Pocono Mountains at Pocono Manor, Pa., laid plans for the coming sales 
year. Seated, from left: R. L. Cantor, J. R. Boylan, A. E. Rosengarten, N. 
Karzen, S. D. Greene, H. M. Stein, President L. V. Aronson, II, B. B. Bond, 
N. S. Rosengarten, F. Blackburn, B. Dwortzan. Second row, from left: R. F. 
Scott-Kiddie, J. McNair, A. Johnson, A. Abel, V. B. Russell, A. Bauer, D. 
Roberts, L. Robin, M. Schiller, A. Newman, S. Zive, E. A. Steinberg, B. Rhodes, 
J. Threadgill, M. Arnott, O. Whitworth. Third row from left: E. J. Sturtevant, 
G. Najjar, J.J. Simons, J. Bershak, D. Bond, G. Murphy, I. E. Hertz, H. Brenner, 
E. Messinger, C. C. Hall, G. Mastapeter, E. Diehl, H. Brudno, W. O’Brien, 
S. Lindenbaum, E. Shogilev, A. Halpert, H. Block, N. Friedman. 
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Bill to help wholesaler 
called “‘featherbedding’’ 


Legislation pending in Congress 
which would require manufacturers 
to charge direct-buying retailers 
more for merchandise than whole- 
salers is running into strong op- 
position. 

The Justice Department and 
U. S. Chamber of Commerce are 
among opponents of the measure. 

The proposal, embodied in a 
half-dozen bills, is aimed at pro- 
tecting wholesalers from the eco- 
nomic strength of big retail chains, 
which because of volume can buy 
direct at price savings and thus 
outprice smaller retail competitors 
who buy from the wholesalers. 

But the measure “falls short of 
the mark” in protecting merchants, 
the Justice Department antitrust 
division says. Manufacturers, it 
notes, could find ways of avoiding 
the law simply by adding a whole- 
sale lI'uk to their’ distribution 
chains. 

The U. S. Chamber of Commerce, 
at recent hearings before a House 
antitrust subcommittee, called the 
proposal a “kind of featherbedding 
which would inject higher costs 
into retailing to ease competition 
for some business.” The extra cost 
placed on the direct-buying retailer 
would have to be passed on to the 
consumer, cancelling out the bene- 


fits of efficient, luw-cost retailing 
methods. It would thus “place a 
penalty on efficiency. . . .” 


Sessions Clock officer 


forms New England Clock 


William K. Sessions, Jr., third 
generation of the family which 
owns Sessions Clock Co., one of the 
oldest clockmaking firms in the 
U. S., has formed a new firm, New 
England Clock Co., which will 
make decorator clocks at a plant in 
Farmington, Conn. 

Mr. Sessions, who resigned re- 
cently from Sessions Clock (he re- 
mains a director), is president and 
treasurer of the new firm. 

New England Clock will intro- 
duce a line of electric, spring- 
driven and battery-operated clocks 
with retail prices ranging from 
$12.95 to $49.50. Lines, called 
“New England Clocks,” will he 
marketed by a group of manufac- 
turers’ representatives to distribu- 
tors and retailers nationally. 

Clocks will also be shipped to 
foreign markets. 

Vice-president of the firm is Nils 
Magnus Tornquist, industrial de- 
sign authority and onetime Ses- 
sions Clock design consultant. Sec- 
retary is Judge Frederick W. 
Beach, prominent Connecticut at- 
torney. 
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FROM OUT OF THE SOUTHLAND, THE NEW: Southern Jewelry Travelers 
Association, Inc., elected new officers at its recent convention and show in 
Atlanta. Seated, from left to right: Harold Vinson, secretary-treasurer; Frank 
J. Russell Sr., president; Walter S. Schaeffer, executive vice president; and 
Aaron Ascher, vice president. Standing, in rear, are the new directors: Charles 
Mednikew, Larry Gordon, Luby Lynch, Fred Steinbrenner, Morton Reynolds, 
Ben Mandel, Charles Clary, Joseph L. Morrow and Harvey M. Epstein. 
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MANNING OPAL CORP. 


62 West 47th St: * Wew York 36 


PLAZA 7-4725 


ALL QUALITIES * 


ALL SIZES 





ATTACHES IN A JIFFY 
RATCHET MECHANISM 
locks watch in 
place, no metal 
shows. 


SWING " 


OPEN... 


prongs fit ALL 
Ladies’ dress watches. 


Just PRESS TO LOCK, 
watch attaches securely 
in seconds. 

Available in Black Suede; Black, 
Brown, Blue, White and Grey Calf; 
Black, Brown and Red Alligator- 
Lizard. 


suecesten reTaiL $2.95 4 OD 
YOUR COST 8a 

















Katte) company 


x W. 24th St. - N.Y.C. 10, N.Y. 
ORDER FORM am 






































SUEDE (Black) 
CALF 
Allig.-Liz. 
Bill us $12.00 doz. 
Ship to: 
Name 
Address 
City State 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38. N. Y. 





PRECIOUS STONES 


Loose or mounted 





_mnamed regional sales 
Emmons Jewelers, Inc., for the Met- 
_ropolitan New York area north to 
_ Dutchess County. 

_ = Wideband Jewelry Corp. has moved 
|_to new quarters at 37 W. 47th St., 
| New York. Formerly called Wideband 
Ring & Jewelry Co., it had been at 
125 W. 45th St. 

_@ Bernard Nacht & Co., 
_ jewelry wholesaler, opened new show- 
rooms at 29 W. 47th St., New York. 





inappealing ® Star Sapphires 
RINGS _—-“* Cat’s Eyes 


A large selection e Emeralds 


of choice unmounted ® Sapphires 
SEMI-PRECIOUS STONES ®@ Rubies 
Memo selection sent promptly 


ALLAN CAPLAN 


580 FIFTH AVE., NEW YORK 36, N. Y. 
_ Plaza 7-1560 














ENCRUSTERS 


Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
71 NASSAU ST., NEW YORK 38, N. Y. 














High Grade—Normal Hairspring 
Vibrating 


Since 1921 
SERVICE AVAILABLE TO JOBBERS 
MAIL ORDERS PROMPTLY HANDLED 
EMMA GIRARDIN 
96 Rumson Rd., Little Silver, N. J. 
Shadyside 7-1283 








|PERMA-FLASH| 





is the name of the finish on 
-newly designed Certified 
» Wedding Rings in 14K gold. 
They remain ‘Honeymoon 
Bright" for iife ... and sell 
on sight. 


CERTIFIED meTALS Co. 
119 Edison Pl., Newark2,N.J. 


EAST 


H. Leddy, Jr., has been 


manager of 


es James 


diamond 


= Grace Massman was reelected pres- 


ident of the 24 Karat Club of West- 
_ern New York. Also reelected were 
| Ray Staff, 


vice president; Arthur 


Hoyler, recording secretary; and 


_ Edith Marks, corresponding secretary. 

| Albert A. Cohen was elected treas- 

| urer. 

_@ George R. Levin of Sherman’s 

_ Jewelers is president of the Danville, 
Pa., Retailers Association. 


= Cyrus Bertock recently opened a 
new jewelry store north of Village 
Hall in Glens Falls, N. Y. 

= Martin S. Morrow has been named 
president of Hardy & Hayes Co., 
Pittsburgh jewelry firm. Morrow 


| joined the company as vice president. 


s Hart Jewelers is now located at 


|| 216 E. Fayette St., Syracuse. For- 
|| merly known as Earl Hart Jewelry, 


the firm was at 206 E. Genesee St. 


| @ One hundred and eighty-eight Ori- 
_| ental pearls on a 40-in. strand were 

| used in place of a red ribbon at open- 

| ing ceremonies of F. J. Cooper, Inc., 
|| new store at 1416 Chegtnut St., Phila- 
|| delphia. 
| was said to typify the era in which 
_ the old store at 109 S. 13th St. was 
| founded in the 20’s. The Cooper firm 
_ has been in Philadelphia since 1924. 


The $100,000 pearl-ribbon 


# Georgia Nelson Jewelers will open 


a store in the Aurora Village Shop- 
ping Center, soon to be constructed 


in East Aurora, N. Y. 
= It has been proposed that the Dia- 


_mond Manufacturers & Importers As- 
| sociation of America take a listing 
| in the classified telephone directory 
| under the heading of “Appraisers.” 
_Initiated by a member at a recent 
meeting of the Association, the pro- 
_ posal aims to attract customers seek- 


ing reliable appraisers. 
# Lunt Silversmiths has opened its 


_ new showroom and office at 551 Fifth 
_ Ave., New York. The complete Lunt 
| sterling line is on “open display” to 
give the buyer complete freedom to 
_ handle and examine every piece. The 
_ Office will carry no inventory and will 
_do no shipping. All orders outside 
_New York may be mailed, as usual, 
_ to the home office in Greenfield, Mass. 
 @ K & P Jewelry Co., New York 
_ wholesale jewelers, is now being oper- 


a 


ated solely by Charles Pashutsky. 
Pashutsky has assumed all liabilities 
of the former partnership. 

s Alan H. Wilson, president of Hen- 
ry’s Jewelers, Syracuse, recently re- 
turned from a month’s trip to Europe 
and the leading diamond cutting cen- 
ters. 

= Harold A. Laine of Zale Jewelry 
Co., was chairman of the annual sum- 
mer outing of the Jewelry Committee 
of the Federation of Jewish Philan- 
thropies held recently at the Century 
Country Club in White Plains, N. Y. 
More than 60 leaders of the industry 
who headed the annual drives on be- 
half of the 116 hospitals and social 
service agencies of the Federation 
attended. 

a J. E. Caldwell & Go., Chestnut and 
Juniper Sts., Philadelphia, recently 
renewed a long term lease on its store. 
An additional 2200 feet of air condi- 
tioned second floor office and work- 
room space is being added. 

=» Lucien Piccard Watch Co. has 
taken a long term lease on the entire 
second floor of 550 Fifth Ave., New 
York. The space will be used for 
executive offices and showrooms. 

= Sarah Coventry, Inc., Newark, 
N. J., jewelry firm, recently opened 
new offices on Van Buren St. More 
than 50 sales representatives and ex- 
ecutives attended the opening cere- 
monies. 

= Jesse Henshel, sales representative 
of Bulova Watch Co., has been re- 
elected president of the Rockville Cen- 
ter (N. Y.) Public Library’s board of 
trustees for a fourth term. 

ae Walter M. Krementz, 78, vice presi- 
dent of Krementz & Co., Newark, 
N. J., jewelry manufacturers, died 
July 27 in Surrey, England, while 
visiting his daughter. 

s Joseph B. Tucker, retired manager 
of Lambert Brothers Jewelers, Inc., 
766 Lexington Ave., New York, died 
recently. He was 91. 

= Herbert H. Bennett, 77, treasurer 
of Bennett Bros. Corp., diamond and 
jewelry distributors, 485 Fifth Ave., 
New York, died July 20. 

es Oscar F. Adams, Scranton, Pa., 
jeweler for more than 50 years, died 
July 9. He was 91. 

# Benjamin Eichberg, 89, founder 
and president of Eichberg & Co., dia- 
mond dealers, 1776 Broadway, New 
York, died last month. He was also 
a director of Coro, Inc., costume jew- 
elry manufacturers. 

« Edward L. Stern, president of 
Oxal Corp., firm specializing in the 
anodizing of metals, and brother of 
President Tobias Stern of Jacques 
Kreisler Manufacturing Corp., died 
July 17. He was a member of the 24 
Karat Club. 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1959 





NEW 


= Member teams of the Boston Jewel- 
ers Bowling League will resume roll- 
ing on Sept. 8—with a change this 
year from the Boylston Bowladrome 
to the Fenway Alleys, at Fenway 
Park. 

ws John DeCook, formerly with Co- 
burn’s Jewelers, Hanover, N. H., has 
opened a new store in Smith’s Studio, 
Tremont St., Claremont, N. H. 

= The Jewel Shop, formerly at 7 
Blake Street, Lynn, Mass., has moved 
to a larger store at 229 Union St. 

= Patrick J. Odoardi, proprietor of 
the Malden Watch Hospital, 515 Main 
St., Malden, Mass., moved to a more 
central location at 6 Exchange St. 

s Hilton M. Goldblatt, owner of Hil- 
ton Jewelers, who had been at his old 
location for the past 24 years, moved 
to a larger store, 571 Congress St., 
Portland, Me. Joining him, to oper- 
ate Congress Opticians, is Lewis M. 
Watson, who had been in charge of 
the optical department for Day Jewel- 
ers, Portland. 

=» The Town Jeweler, 483 Trapelo 
Rd., at Waverly Square, Belmont, 
Mass., was sold out at auction re- 
cently. 

s Tifon Jewelers has opened a new 
outlet at 10 State St., Hartford, 
Conn. The store will be under the 
management of Julian Judycini, who 
for the past 12 years has been with 
Kay Jewelers. 

s C. Murray, Jeweler of Rockville, 
Conn., moved recently from 14 Market 
St. to a new store at 9 W. Main St. 
e Mrs. Frank Greene, whose hus- 
band, Boston jeweler and diamond 
setter for more than 30 years in 
Room 610 Jewelers Building, died re- 
cently, is seeking to liquidate the bus- 
iness. 

»s Mrs. Ruth H. Harvey, former as- 
sistant advertising manager of Pep- 
perell Mfg. Co., was appointed direc- 
tor of advertising and public relations 
of Shreve, Crump & Low, recently. 

=» Sam Berman, New York State and 
northern New England salesman for 
Mahar & Engstrom, 400-412 Jewelers 
Building, Boston, is back on the job 
following an operation recently at 
Forest Hills Hospital. 

= Louis DelOrfano, son of Oresto 
DelOrfano, of the sales staff of Tra- 
vis-Farber Co., 909 Jewelers Building, 
has joined the firm. 

= Richard Yaffee, son of B. Yaffee, 
of the Boston firm of B. Yaffee & 
Sons, 716 Washington Building, has 
joined the firm, and will be covering 
the New England territory as a dia- 
mond salesman. 

« James Sullivan, formerly in busi- 
ness at 8 Winter St., Boston, is now 
in charge of shop work at Ross- 
Taylor, Inc., 717 Washington Build- 
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ENGLAND 


ing. Alda Petrone, a jewelry designer | 
from Italy, also has joined the firm. | 
s Albert Piccolomini, of Pic Jewelry | 


Co., Boston, moved from Room 702-A 


to Room 702, Jewelers Building, for- | 
merly occupied by Mauran Watch Co., | 
which has been liquidated, following | 


the recent death of Roy Brooks. 


= Guy Mfg. Co., Inc., Providence | 
jewelry manufacturing business, was | 


petitioned into receivership July 21 


in Providence Superior Court by Gae- | 
tano Caforio, sole stockholder, who | 
said the firm is insolvent. Saul Fried- | 
man, an attorney, was named tempo- | 


rary receiver under $1,000 bond and 


was authorized to conduct the busi- | 


ness pending further order. Suits by 
creditors were enjoined. 

s International Silver Co., Meriden, 
Conn., won a “merit award” for its 
1958 annual report to stockholders 
from Financial World magazine. 

= George Velarides of Vel’s Jewelry, 
Webster, Mass., has been elected to 
the board of directors of the Cen- 
tral Massachusetts Retail Association, 
Inc., Jewelers Division. 

# Saul Lichtenstein, manager of 


Michaels Jewelers, Bridgeport, Conn., | 


has been elected president of the 
Bridgeport Better Business Bureau. 
= Halon Jewelers, 194 Main St., Hud- 


son, Mass., recently held grand open- | 
ing ceremonies. Jerry Halon is the | 


manager. 


= Joseph’s Jewelers, Burlington, Vt., | 
contributed the winner’s tiara in the | 
recent Mi.3s Vermont contest. Brenda | 


Naatz won it. 


= Porter & Dyson Co., locally known | 
around New Britain, Conn., as the | 


“Old Jewelry Shop” and reputedly the 


oldest jewelry store in the nation, | 
recently celebrated its 150th anniver- | 


sary. 
# Michaels Jewelers, Hartford, Conn., 
held its annual employees’ outing at 
Holiday Hill, Cheshire. More than 
200 employees and guests attended. 

= Louis L. Silverman, 68, a Provi- 


dence manufacturing jeweler, died | 
July 9. He was a native of Brooklyn, | 


N. Y. 


# Walter Crooks, for many years | 
with the Jewelers Board of Trade, | 
died July 27 in Woonsocket, R. I. He | 
has served for a number of years 
prior to his retirement as accountant | 
for the Manufacturing Jewelers and | 


Silversmiths of America Inc. 


= Eldon T. Fox, jeweler, 859 Main | 
St., Brockton, Mass., died recently. | 
He had been in the jewelry business | 


in the Campello section of Brockton 
for 29 years. 


# Jacob Chase, 65, owner of J. Chase | 
Jeweler, 1096 Main St., Springfield, | 
Mass., died recently. His store had | 
been in the same location for 44 years. | 


BC2 — Unusual 
14K y.g. 
cultured pearl 
music charm. 
30.00 Keystone. 


H327—Aftractive 
14K OCOy.g. = cul- 
tured pearl 

hear? pin. 
37.50 Keystone. 


CG ised Vaile 


The finest quality cultured 
pearls set in attractive 
14-Karat gold jewelry. 
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Compite Memorandum service 
to all accredited jewelers. 


World famous importers 
of rough and polished 


GEMS 


Black Star 
Sapphire 


Ponther international Ltd. 


Repair Service 
Importers of the $2 Mil- 
lion Panther Opal & other 


per 
ct. 
& 
up 
¢ 
Precious Gems. 


PANTHER INTERNATIONAL LTD. 


21 West 47th Street 
New York 36, New York 
Judson 2-0411 
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Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 
DIAMOND$§ CHINA o1ww GOLD 


CALL COLLECT FOR CONSULTATION 
Telephone: Déarborn 2-3407 


All inquiries Strictly Confidential 
MEMBER REFERENCE 
Jewelers Boord Your Local 
of Trade Bonk 


Division of M. Y. Finkelman Company 
29 &. Madison %., Chicege 2, it. 








CREDIT JEWELERS 
© CHRISTMAS CATALOGS 


Made to your order. 75 pages 
of stock brands to choose from. 


© CREDIT FORMS 


Receipt Books, Instaliment 
Contracts, Ledger Sheets, etc. 


Samples Sent Free 


$.J. SURNAMER CO., Inc. 
253 W. 26 Street New York 1.N. Y 

















THE 
JEWELERS’ 
CIRCULAR 
KEYSTONES' 


Classified 
Advertisements 
on page 194 


when you need 


© A Job 
® Sideline 
° Help 











MID-WES I 


= Martin M. Fox, president of Fox 
Jewelry Co., Inc., Grand Rapids, with 
seven other Michigan jewelry store 
owners, spent two months abroad, 
visiting England, Ireland, Spain, 
Italy and the world famous diamond 
cutting center in Antwerp, Belgium, 
where he selected diamonds for his 
stores. 

= The Downtown Chicago Jewelers’ 
annual golf outing was held at Ar- 
lington Country Club, Arlington, IIL, 
Aug. 5. Some 80 jewelers attended 
the affair, which wound up with a 
roast beef dinner. Al Panitch of 
Modern Watch & Jewelry Co., was 
chairman of the event. 

s Sid M. Phillips, who formerly 
covered the north side of Chicago for 
Elgin National Watch Co., has been 
named national sales manager. Sid, 
who resides in Northfield, Ill., has 
been active in Golden Roosters activ- 
ities for years. 

= James Clifton, former vice presi- 
dent and credit manager of A. C. 
Becken Co., has decided to settle in 
Medford, Ore. He will move in Sep- 
tember from Wilmette, III. 

= Blanche T. Showerman, 85, mother 
of Richard Showerman of Tessler & 
Weiss, passed away July 14 at Glen- 
coe, Ill. 

# Under a new million dollar expan- 
sion program, Helzberg’s Diamond 
Shops, Inc., recently signed long-term 
leases for four new stores in Mis- 
souri, Kansas and Iowa. Two of the 
four stores—one in Clinton, Iowa, 
and one in Salina, Kan.—have al- 
ready opened. Each has a sales area 
of about 3000 square feet. A _ third 
store will open this fall in the East- 
gate Shopping Center in Wichita, 
Kan. The 4000-square-foot store will 
be the second Helzberg shop in Wich- 
ita. The fourth new store will be 
opened next year in Kansas City. 
Helzberg will then have eight of its 
15 stores in that city. 

= Getz Jewelers, Cincinnati, is in the 
lineup of stores due to open when the 
Tri-County Shopping Center, Kemper 
and Princeton Rds., is completed next 
year. 

« The following stores recently be- 
came members of the Illinois Retail 
Jewelers’ Association: Randell Jewel- 
ers, DeKalb; Gonterman Jewelers, 
DeKalb; Hackett’s Jewelry Store, 
Rochelle; Steele Jewelry & Gift Shop, 
Rochelle; Klaeser’s Jewelry & Gifts, 
Peru, and Treasure Chest Jewelers, 
LaSalle. 

=» Charles Haynes, Jr., has been 
elected secretary of Albert F. Long 
Co., Denver wholesale jewelers. Hil- 
ton Walker will take over Haynes’ 
former sales territory. 

= lowa Tax Commission ruled that 
trading stamps are an advertising 
scheme and not cash discounts that 
are deductible for sales tax purposes. 


A Burlington firm had been deduct- 
ing the cost of trading stamps from 
its retail prices before figuring sales 
taxes. 

= The Cincinnati Wholesale and 
Manufacturing Jewelers Association 
and the Greater Cincinnati Retailers 
recently sponsored a “Jewelers 
Night” at Crosley Field, home of the 
Cincinnati Redlegs baseball team. 
Roy McMillan, Reds’ shortstop, and 
his wife were crowned “King and 
Queen of Diamonds.” McMillan was 
presented with a watch; his wife 
with a tiara. Most Cincinnati jewel- 
ers ran large in-store promotions 
prior to the event. 

= Gail Berges recently returned to 
Rawlins, Wyo., as secretary-treasurer 
of the newly-formed Larkin Jewelry 
Corp. He is a former watchmaker of 
Larkin Jewelry Co. 

= Jordon’s Jewelers has moved to 
larger quarters at 405 Fourth St., 
Sioux City, Iowa. 

= Jess Berry of Berry’s Jewelry, 225 
S. Washington Ave., Lansing, Mich., 
recently celebrated his 35th anniver- 
sary as watchmaker. 

= Philip’s Jewelry recently cele- 
brated the opening of its new loca- 
tion on Madison St. in Port Clinton, 
Ohio, by offering items from 10¢ 
(collar buttons) to $2500 (diamond 
rings). 

= Hamilton’s Jewelry Store, 115 N. 
Budick St., Kalamazoo, Mich., has 
started a $3000 facelifting which 
calls for a new anodized aluminum 
front and installation of an 8%-foot 
wide marquee. 

e Hart Jewelry Co., Warren, Ohio, 
will move te a new downtown loca- 
tion, 183 W. Market St., after a 
$100,000 remodeling job has _ been 
completed in the building. 

e Mr. and Mrs. Frank E. Post, op- 
erators of H. Post & Sons Jewelry 
Store, have purchased a three-story 
building at 150 Merchant St., Deca- 
tur, Ill. 

s Darrell Mandelstamm has been 
named manager of Salle Jewelry Co., 
514 Genesee St., Saginaw, Mich. 

= Catherine Tanquary of Roberts 
Jewelry, 422 Market St., Mt. Carmel, 
Ill., won a second prize in Reed & 
Barton’s recent window display con- 
test. 

=» The Village Jewelry, Newton, 
Kan., recently celebrated its grand 
opening. Mr. and Mrs. Fred Logan 
are the owners. 

ws Zane Gray of Gray’s Jewelry 
bought Cary’s Jewelry Shop, Leba- 
non, Ohio’s, oldest jewelry store. It 
was founded in 1890. 

« Marks Bros. Jewelers, Inc., Chi- 
cago, recently purchased Kain-Raskin 
Jewelers, 208 W. Main St., Oklahoma 
City, from Norman Gordon. The busi- 
ness will be operated as Raskin 
Jewelers, according to Louis Selig- 
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son, who came from Chicago to be- 
come manager of the store. Marks 
Bros. operates 14 jewelry stores in 
Illinois, most of them in Chicago. Sid 
Schlossberg will be assistant man- 
ager of the Oklahoma City shop. 

= Aaron C. Robison and Roy C. 
Laird of Newton, Iowa, recently pur- 
chased Pike’s Jewelry in Chandler, 
Ariz., from Bruce Pike. 

# Mrs. Myrtle Nofzinger, 80, who 
with her late husband, M. Edward, 
operated Nofzinger Jewelry in Swan- 
ton, Ohio, died last month. 

= Wiliam A. Thomas, 48, Van Wert, 
Ohio, jeweler, died recently. 

= Emerson B. Biggs, operator of 
Biggs and McGhee Jewelry Shop, 


THE 


= Charles Wells, Jr., Jacksonville, 
Fla., jeweler, denionstrated the wear- 
ing and care of fine jewelry as guest 
speaker of a recent meeting of Jaycee 
Wive’s Club. 

= Jewel Box Associated Stores re- 
cently held its annual convention at 
the Robert E. Lee Hotel in Winston- 
Salem, N. C. Ned W. Cohen is presi- 
dent of the 60-store chain. 

= C. A. Schnack Jewelry Co., Alex- 
andria, La., received national pub- 
licity when Editor & Publisher, 
national newspaper trade journal, 
carried a story of the firm’s news- 
paper advertising methods. 

= Charles Mathes has returned as 
manager of Savelle’s Jewelry Co., Al- 
bany, Ga. He had managed the firm 
for four years prior to October 1957. 
= Mr. and Mrs. M. H. Hagler, Brew- 
ton Jewelers, Brewton, Ala., won a 
trip to New Orleans at a drawing at 
the ninth annual Southern Jewelry 
Show in Atlanta. Mr. and Mrs. M. 
Blumenfeld of Barney’s Jewelers, 
Dothan, Ala., won a trip to Miami. 
About 3000 jewelers and guests at- 
tended the show and about 450 
attended the Southern Jewelry Travel- 
ers’ Association’s banquet held in con- 
junction with the show. 

= J. C. Grier has moved his Watch 
Shop to larger quarters at 536 Broad 
St., Gadsden, Ala. 

# Hillman’s Jewelers, 115 W. 2nd St., 
Owensboro, Ky., is now associated 
with the Zale Jewelry Co., Dallas, 
Tex., chain. Ed Gumbel will continue 
as store manager. 

= Weller Jewelry Store, formerly at 
252 Delta St., Clarksdale, Miss., has 
moved to larger quarters at 238 Yazoo 
St. 

= Rogers Jewelers, 901 Fourth Ave., 
Huntington, W. Va., recently cele- 
brated its 37th anniversary. Harry 
Goldstein is the store president. 

= Hal Fletcher has been named 
Florida west coast district superv’sor 
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Grein Bldg., Evansville, Ind., died re- 
cently at 53. 

=» Mrs. Angelo I. Levy of Kansas 
City, Mo., died July 12. She was 49. 
She and her husband operated a 
jewelry store at 112 W. 63rd St. 

a John H. Prinz, Jr., who with his 
father operated Prinze and Estelle 
Jewelers, Dayton, Ohio, died July 16. 
He was 51. 

=» Herman T. Zuper, 67, a former 
Akron and Cleveland jeweler, died 
July 18. 

s August B. Berling, retired jeweler 
for the Cincinnati Plating Co., died 
July 12. He was 70. 

s Mrs. Robert Hood, 48, who with 
her husband operated Hood Jewelry, 
Pana, Ill., for i4 years, died recently. 


SOU THA 


for Gordon’s Quality Jewelry Co. 
# H. C. McElhenney has been ap- 
pointed manager of Busch Jewelry 
Co., Meridan, Miss. He has been a 
watch repairman for the firm for the 
past six years. 

= T. E. Hudson is the new manager 
of Royal Jewelers, Burlington, N. C. 
Louis Rhodes is the assistant man- 
ager. 

= Horace Stephenson has _ bought 
Savelle Jewelry Co. of Thomasville, 
Ga. Jack Farris will be the manager. 
= Harold J. Parris recently opened 
his new store, Parris Jewelers, at 116 
W. Pine St., Hattiesburg, Miss. He 
had been at 228 W. Pine St. since 
1947. 

= Rose Jewelry Co., Birmingham, 
Ala., started renovating and remodel- 
ing its two-story building at 1918 
Third Ave. The job will cost $150,- 
000. 

= Herman Rubin of Maynard-Page, 
said to be Miami’s oldest jewelry 
store, recently left on an around-the- 
world buying trip. 

e Mrs. Virginia Trybus of Duval 
Jewelry Co., Daytona Beach, Fla., re- 
ceived a “diamontologist” pin from O. 


A. Jenkins, president of the firm. Mrs. | 
Trybus completed a diamond course | 


under the direction of Dr. Paul Storm, 
head of the Earth Research division 
of the University of Pennsylvania. 

e Stafford Jewelers of Tallahassee, 
Fla., recently opened a new store at 
106 S. Monroe St. Tallahassee Mayor 
Hugh Williams officiated at the ribbon 
cutting ceremonies. 

= N & K Jewelry Corp., recently 
moved its buying offices and ware- 
house into a new building at 114 Dela- 
ware Ave., Norfolk, Va. 

= P. M. Shirey, Front Royal, Va., 
jeweler, died recently. He was 78. 
= Mrs. Alice Mae Denham, 51, owner 
and operator of Denham Jewelry, 
Princeton, Ky., died July 18. 


ANTIN'S 


IN NEW ORLEANS 
ANTIN’S WILL PAY 
MORE FOR YOUR 


Antique Jewelry 


because Antin's is located in a 
city that has for several centuries 
specialized in Antique Jewelry, 
Fine Silver and Objects of Art. 
New Orleans is a "ready mar- 
ket". Convention Visitors crowd 
this city daily. They look for 
antique items and buy them, tool 


Watches Wanted—Any Make or Age 


Highest prices are paid for Antique 
Jewelry, Watches, Platinum, Dia- 
monds, Sterling, etc. Your package is 
kept aside, for 10 days, subject to 
your approval of our remittance. 


Ref: Dun & Bradstreet; Whitney National 
Bank, Morgan Branch, New Orleans, Lo. 
Jewelers Board of Trade 


114 Baronne Street 
New Orleans 12, La. 


Antiques end Antique Reproductions 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK China 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 























Ms Importers of 
nd ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 
FOMDEVILLE & CO., INC. 


140 Sth Ave., New York 10, N. Y. 
AL. 4-0104 














TOP @& HAT 
CHARMS 


Sold ently direct te Retailers 
WELLS MFG. CO., ATTLEBORO, MASS. 





FOR INCREASED SALES AND BIGGER CASH PROFITS ‘a0 


Deal Diraet—Save! Get very best diamond values! 
Rough stones cut in our own modern plant. Supplied 
direct to you in fine mountings, in best selling styles. 
No piled-up ‘‘mark-ups” to inflate your price, lower 
your profits. Finest service, effective selling aids. 
Every item Fully Guaranteed. Memo selections to 
well rated firms. Write for big FREE Catalog plus 
details of our unusual offer. Or phone PL 7-1236. 
_.. GLEAMLIGHT, 71 W. 47th St., Dept. K, New York. 
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N OW- seus rset 


GET DOUBLE OR MORE SALES 
— MAKE MORE 

PROFIT BY 

FEATURING 


jar retail. 


Gi Oy 


” FREE 
Keun a | 


= UGHT-UP 
nat DISPLAY 


with purchase 

of 4, gross 
or more 
of GLOW. 


Your name imprinted on packages FREE 
with orders of 1 gross or more. 


* GLOW is delicately perfumed. 


* Hooks and brush in jar for easy cleaning. 


ZENITH MFG. & CHEMICAL CORP. 
82 BEEKMAN ST., NEW YORK 38, N.Y. 











MF souTHWEST Lil 


s Gordon Jewelers, Houston-based 
credit jewelry chain, recently opened 
its 55th store in Pine Bluff, Ark., as 
part of its $3 million, 25-store expan- 
sion program which will extend 
through 1961. Manager of the new 
Pine Bluff store—the third Gordon 
shop in Arkansas—is Sterling Mc- 
Lemore. The store will be supervised 
by Leo Seidler, district manager, and 
J. A. Cohen, executive supervisor. 

es John R. Fish recently opened 
Vegas Jewelers in the Francisco 
Square Shopping Center in Las 
Vegas. 

= Lester’s Jewelers, operated by Mr. 
and Mrs. Lester Tausz, recently 
moved into the new $2.5 million Free- 
way Plaza Shopping Center in Phoe- 
nix. The store was formerly on 
E. McDowell Rd. 

=» Agnew’s Jewelers of Odessa, Tex., 
moved to 401 N. Grant St. Pau! Ag- 
new owns the store. 

s Approximately 500 jewelers from 
Oklahoma, Arkansas, Missouri and 
Kansas attended the Oklahoma 
Jewelry and Gift Show at the Mayo 
Hotel in Tulsa Aug. 8-9. The show 
had been held in Oklahoma City for 
the past 15 years. 











Planning A ‘STORE-WIDE SALE? 


WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 


All Phones 
RAndoiph 
6-9550 


ag bons - “ : 
J. BIELER PROMOTIONS 1» ¢,saason st. theywort sig.) chicyo 2, 


Use Our 
“DO-IT 
YOURSELF" 
Sales 
Promotion 
Package 














# Robert Slaton, former owner of 
Texas Wholesale Jewelers, recently 
opened new showrooms on the ninth 
floor of the Adolphus Tower in Dal- 
‘as. He will specialize in the import 
of diamonds and the design of gold 
jewelry. 

= Roy P. Knox has been named man- 
ager of Busch & Sons’ Dallas store. 
He has been in the jewelry business 
for 18 years. 

# Calvin Nelson has been named of- 
fice manager of Zale Jewelry Co. He 
will be in charge of all general office 
procedures for the entire organiza- 
tion. 

se Harry Horwitz, formerly in the 
jewelry business in Sioux City, Iowa, 
for 23 years, is now manager of 
Crescent Jewelry in Tucson, Ariz. 
His nephew, William Horwitz, owns 
the store. 

= Ray Vess has been named first 
vice president and manager of 
Cizon’s Jewelers, 8th and Polk Sts., 
Amarillo, Tex. Leon Cizon is presi- 
dent, Harry Tovar is second vice 
president and Myrtle Manning is 
secretary and treasurer of the store. 
Cizon recently bought the shop from 
Sam Fenberg & Sons, Inc. 

s Lawrence E. Tobak has been ap- 
pointed manager of Shaw Jewelry 
Co.’s Dallas store, 1521 Main St. 

= The largest diamond find at the 
Murfreesboro, Ark., crater since 1956 
has been made by Mrs. Callie Jem- 
ison of Mamou, La. The _ stone 
weighed 3.65 carats and is valued at 
about $3,500. The largest stone ever 
found in Murfreesboro was valued, 
after cutting, at $75,000. The crater 
was mined until 1929. In 1950 the 
location was opened as a tourist at- 
traction. 

s L. Lechenger, Jewelers, have taken 
space in the new Farrington Shop- 
ping Center at Westheimer and Post 
Oak Rds., Houston. The store will be 
opened when the center is completed 
next spring. 

ws Fred Shindell and Sol Tager, own- 
ers of Delta Mfg. Co., 1137 W. Hilton 
St., Phoenix, plan to start production 
soon on a small tumbler for the lapi- 
dary trade. The firm presently makes 
deburring and finishing equipment 
for the metal working industry. 

=» Sam Kalman has been appointed 
manager of Lewis Jewelers, 112 Mills 
Ave., El Paso. 

es A jewelry and watch repair shop 
has been opened by W. E. Glazebrook 
at 1516 Dennis Drive in Tyler, Tex. 
He moved from Washington, D. C., 
two years ago. 

s New Hermes Engraving Machine 
Corp. has appointed Ed Griggs “eas 
representative. His office is at “407 
Richmond Ave., Dallas. 
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®" Marks Jewelers in San Fernando 
appointed Ray Ross, former band 
leader and television persona)’ty, as 
manager of the store. Ross hus had 
10 years’ experience in the retail 
jewelry fieid. 

= E. W. Reynolds Co. recently held 
a sales meeting at its Phoenix office. 
E. A. Carlston was presented with a 
$1000 bond by Albert Ezer of Gruen 
Watch Co. for being the E. W. Rey- 
nolds Co.’s outstanding salesman in 
the establishment of new Gruen watch 
retailers and for selling the most 
Gruen watches during the past year. 
= The new officers of the Santa Bar- 
bara Watchmakers and Jewelers 
Guild include: Robert Brian, presi- 
dent; Joe Johnnie, Cecil Eggelton, 
Les Marvin and Henry -ohnson, vice 
presidents; Hallor Good, treasurer; 
Dick Kern and Wes Savage, secre- 
taries. 

® A. T. Hellsvig and Paul C. Eldridge 
have opened a new jewelry store at 
319 University Ave., Hilicrest, San 
Diego. 

® Don Boyle, salesman for the Schioss 
Mfg. Co., 540 Mission St., San Fran- 
cisco, won a two week trip to Paris 
for two in the national Westclox sales 
contest. Schloss is Pacific Coast rep- 
resentative for General Time’s West- 
clox division. Boyle’s territory in- 
cludes San Francisco and the north- 
ern part of California. 

® Mendel J. Schloss, president of 
Schloss Mfg. Co., 540 Mission St., 
San Francisco, died July 3. His son, 
Ben, is associated with the firm. 

= J. C. Johnson, 93, died early this 
summer. He had been with The Ball 
Co. of Chicago from 1925 to 1946. He 
had also owned a jewelry store in 
Denver. His son, George T. Johnson, 
recently retired from The Ball Co. 
of California. 

® Irvin H. Leva has been named zone 
manager of Zale Jewelry Co. in Salt 
Lake City. 

s J. Herbert Hall Co. is scheduled to 
move its headquarters from 420 E. 
Colorado St. to 725 E. Colorado St., 
Pasadena. The move will take place 
early next year. It is part of the 
firm’s $1% million expansion program. 
= George Messmer, regional vice 
president of Emmons Jewelers, Inc., 
hosted a recent sales and manage- 
ment seminar of the firm’s fashion 
show directors and managers at the 
Lafayette Hotel, Long Beach, Calif. 
"= Member retailers of the Santa Bar- 
bara Jewelers and Watchmakers Guild 
staged a “Watch-O-Rama” promotion 
at the recent Santa Barbara Com- 
munity Fair to “overcome consumer 
confusion about what _ constitutes 
quality in a good watch.” Week-long 
exhibit featured a “Register Your 
Watch” booth at which visitors could 
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register their watch with the United 
Horological Association of America’s 
central bureau to protect it against 
theft or loss. Co-chairmen of the pro- 
motion were Wesley Savage and 
Richard Kern. 

= Helmut H. Lubke, German-born 
watchmaker who emigrated to the 
U. S. in 1955, has been appointed 








manager of the Anaheim, Cal., store | 


of J. Herbert Hall Jewelers. 
located 


Store is | 
in the Broadway-Orange | 


County Shopping Center. Other Hall | 


stores .are in Pomona, 
Santa Ana. 

= Jacob Kulick, president of Mills 
Jewelers in Pasadena, Cal., recently 
purchased Pasadena Jewelers, 335 E. 
Colorado Blvd., plans broad remodel- 
ing and modernization. 

= Herbert and Robert Bridge recent- 
ly reopened remodeled Ben Bridge 
Jewelers at 409 Pike St., Seattle, 
Wash. Store area has been more than 
doubled. 

s Ira Berman has been named Pacif- 
ic Coast sales representative for 
Alsan Manufacturing Co., New York 
maker of diamond ring mountings and 
engraved wedding rings. Berman will 


Pasadena, 


also represent an Alsan subsidiary, | 


Frackman Bros., Inc., New York 
maker of watch cases, attachments 


- and bracelets. 


s Herbert J. Reusch has been ap- 


pointed manager of Proctor’s Jewel- | 


ers, 1201 Fulton St., Fresno, Cal. 
= Chase Jewelers in the Pelton Shop- 
ping Center, San Leandro, Cal., has 
remodeled completely and has doubled 
its store area. Ernest Chase is owner. 
s W. F. Ames Jewelers, in business 
in San Francisco since 1914, and for 
some 20 years at 145 Kearny St., has 
moved to a new, larger store at 355 
Kearny St. 

= Brothers Casper and Herman Mil- 
stein have opened Mills Brothers 
Credit Jewelers at 226 W. 7th St., 
Los Angeles. Herman had been em- 
ployed at Maxwell’s Jewelers in Long 
Beach, Cal., Casper at Levinson’s in 
Chicago. 

= Durward Howes, III, president of 
the B. D. Howes & Son store chain in 
Los Angeles and Santa Barbara, Cal., 
has been elected into the elite Young 
Presidents’ Organization, association 
of men and four women who have be- 


come presidents of “sizeable” corpora- | 


tions while in their 20’s or 30’s. Aver- 
age president’s company employs 300 


people, does $6 million gross annually. | 


= Diamonds worth $1 million went 
on display recently at Finley’s-Roy- 
croft Jewelers, 238 S. Market St., 
Inglewood, Cal. The collection, which 
consists of 35 unmounted gems, each 
identical in size but of different col- 
ors, was on loan from Raymond B. 
Sallan, Inc. 


| 
| 
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NEWaienzi 7 JEWEL TRAVEL 


CLOCK #33/1668. GENUINE LEATHER 
“CUSHION SHAPED" CASE * LUMI- 
NOUS DIAL. 


* NEW FEATURES 


* ONE WINDING GEAR WINDS 
MOVEMENT AND ALARM AT 

SAME TIME. * UNATTACHABLE 
SETTING GEARS SETS TIME AND 
ALARM. * AVAILABLE IN ALL COLORS. 
SUGGESTED RETAIL $11.95. 


WRITE FOR COMPLETE CATALOG 
KIENZLE COMPANY 


102 FIFTH AVENUE 
N.Y.C. 11, N.Y. OR 5-8067 











Prove to yourself how 
our monthly display 
service will create 
better selling win- 
dows. Only $8.70 
monthly for complete 
window display kit and 
over 400 matching 
price tickets. 


Write for a> 


~ 150 WEST Ath STREET, WY. 36,61 5-222 | 











BLACK STAR 
SAPPHIRES 


\Gpe 


$1.25 per carat 
y In lots 50 carats or more, 
4y An assorted sizes. Refund if re- 
Port? turned in 10 days. Mail 
checks to: 
INTERNATIONAL GEM & PEARL CO. 
220 W. Sth S#., Los 13, Callf. 
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Coming Events 





PROMOTIONAL SALES 
WORK WONDERS 


For over 25 years Brill & Colmes & Assoc. 
has conducted dignified and highly success- 
ful business-building sales, retail or auction 
sales (or a cembination of both) and 
liquidation sales. 

Know-how and proven sales methods have 
brought cash results far beyond store own- 
ers’ expectations. If you hove a sales 
problem or must raise cash quickly, a Brill 
& Colmes sale will bring immediate and 
greater financial benefits to you. Why not 
talk it over NOW? 


Write * Wire * Phone Collect 


No Obligation © in Strictest Gonfidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Speciolists 


45 West 45th St., N. Y. 36, JU 6-2334 
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Members Jewelers Board of Trade 








The GENUINE Ebertin Back 
Made and sold only by 
—Georges Ebertin— 
Clip backs, ear clips, 
combination clips 


Orrey wexers Kbert In 


N. ¥. 36, NY. @ Circle 7-2610 





562 5th Ave 
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CAME 


for billfold 
ideas that 
SELL! _. 


ot 


\ 


the new ENVOY 

with VELCRO 

touch-and-close 
fastener 





First with the amazing 
VELCRO closure—makes cre- 
dential case FULLY ADJUST- 
ABLE! Closes snugly with 
from 4 to 24 cards or photos. 


Cameo’s new Envoy with 
unique Velcro fastener, gives you 
famous Cameo craftsmanship and custom quality 
— plus a new idea in closures that really sells ! 
The Envoy, together with the popular Vu-All 
and Expandex models, gives you three billfold 
styles — each with a distinctive, promotable fea- 
ture. Cameo styling features the newest colors 
and leathers, in a wide selection to retail from 
$5.00 to $15.00 with full mark-up. Order today, 
or write for NEW catalog showing our complete 
line of fine leather goods. 


“Fine leather goods since 1904” 


The Springfield Leather Products Co. 
Springfield, Ohio 





' tion of Missouri 








SEPTEMBER 


5—Texas Jewelers Association 
annual convention, Hotel Adol- 
phus, Dallas. 

6-8—Ohio Retail Jewelers Asso- 
ciation annual convention, Statler- 
Hilton Hotel, Cleveland. 

6-9—Miami Gift, Jewelry, Sta- 
tionery and Toys Show, Bay Front 
Auditorium, Miami, Fla. 

6-10—Allied Gift & Jewelry 
Show (fall), Hotel Adolphus, Dal- 
las. 

6-10—Detroit Gift Show, Hotels 
Statler-Sheraton and Cadillac. 

13-16—Cleveland Gift Show, Ho- 
tel Statler-Hilton. 

13-17—Boston Gift Show, Hotel 
Statler and First Corps Armory. 

19-20 — Horological Association 
of Iowa annual convention, Roose- 
velt Hotel, Cedar Rapids. 

19-20—Retail Jewelers Associa- 
annual conven- 
tion, Governor Hotel, Jefferson 
City. 

19-20—Iowa Retail Jewelers As- 
sociation annual convention, Hotel 
Roosevelt, Cedar Rapids. 

20-23—Denver Gift & Jewelry 
Show (fall), Hotel Albany. 

22-Oct. 3—London World Trade 
Fair, Alexandra Palace. 

23—Massachusetts and Rhode 
Island RJA joint annual conven- 
tion, Commonwealth Country Club, 
Newton, Mass. 

27—Arizona Retail Jewelers As- 
sociation annual convention, Phoe- 
nix. 

27-29—Phoenix Gift & Jewelry 
Show, Westward Ho Hotel. 

27-30—Philadelphia Gift Show, 
Hotel Benjamin Franklin. 


OCTOBER 


3-5—Florida State Watchmak- 
ers Association 14th annual con- 


| vention, Daytona Plaza Hotel, Day- 
| tona Beach. 


14-16— Manufacturing Jewelers 


_& Silversmiths of America annual 


convention, Sheraton-Biltmore Ho- 


_ tel, Providence. 


NOVEMBER 


12-27—Second International 
Jewelry and Silverware Show, Gal- 
leria d’Arte, Milan, Italy. 
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Executive Appointments 





Harold E. Johnston 


Harold E. Johnston has been ap- 
pointed advertising manager of 
Oneida Silversmiths. His new po- 
sition will include publicity and 
institutional advertising duties. 


S. M. Phillips 


S. M. Phillips has been named na- 
tional sales manager of Elgin 
National Watch Co. He has been 
in the jewelry field since 1934 
and with Elgin since 1946. 


John R. O’Kane, general sales 
manager of The Gorham Co., has 
been elected vice president of the 
firm. The Gorham Co. is a sales 


subsidiary of Gorham Mfg. Co., 
sterling manufacturer. O’Kane 
joined Gorham in 1934 as a field 
representative. 


E. Reynolds Butler 


E. Reynolds Butler has been 
elected president of E. W. Rey- 
nolds Co., Phoenix, Ariz., jewelry 
wholesalers. He succeeds his fa- 
ther, Walter H. Butler, Sr., in the 
post. 


Mort Kramer 


Mort Kramer has been named 
general merchandise manager of 
Schick, Inc. He was formerly with 
Benton & Bowles, McCann-Erick- 
son and Remington Rand. 





Bill asks tax exemption 


for coop ad programs 


Rep. Don Magnuson (D., Wash.) 
has introduced a bill (H. R. 4514) 
which would write into law that 
co-op advertising allowances are 
free of excise taxes. 

The IRS threw a monkey wrench 
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into co-op ad practices last fall, by 
ruling that ad allowances paid to 
merchants by manufacturers or 
wholesalers are subject to the ex- 
cise tax when achieved by rebates 
to the purchaser. This includes al- 
most all such allowances, which 
were deductible as “price adjust- 
ments” under previous IRS rulings. 
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Gem of the ages... 
‘Jewelry that 
is forever’’ 
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JEWELRY, CHINA 
OBJECTS D'ART 


AUCTION 
SERVICE 


Experience is the hall-mark 
of the times. 


Our services are being put to use 
for firms like the Partridge Jewelers, 
Burwell, Neb., population 1400; 
The six leading jewelers of St. 
Louis, Mo., all in one big grovp 
auction sale in 1932; Feagans Com- 
pany, Los Angeles, with cash re- 
sults of $1,411,000 to complete 
their liquidation; Geiger & Ament, 
Louisville, Ky., one of the nation’s 
best firms; The George W. Heffer- 
nan close-out in 1958, a store carry- 


ing normally $500,000. 


One Close-Out After The 
Other For 1959 


Down To Key In The Door 
me - 
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AMERICA'S BEST KNOWN 
JEWELRY AUCTIONEER 


“I wish to thank you,’ wrote E. Neilsen 
of Greenville, Michigan, to one of the top 
executives of the jewelry world, “for your 
letter concerning Tom Faussett. I found 
him to be everything you said about him 
and more. He is indeed talented, honor- 
able and a man of his word.” 


“If,” said Emerson, “a man knows the 
law, people will find it out, tho he live 
in a pine shanty, and resort to him. And 
if a man can pipe or sing, so as to wrap 
the prisoned soul in an elysium; or can 
paint landscapes, and convey into oils 
and ochers all the enchantments of spring 
or autumn, ‘tis certain that the secret can- 
not be kept, the first witness telle it to 
the second, and men go by fives and 
tens and fifties to his door.’ 

FOR WHAT OTHER REASON THAN 
PROVEN ABILITY AND HONORABLE 
DEALINGS WITH JEWELERS 
THROUGHOUT ALL AMERICA HAVE 
JEWELERS MADE A BEATEN PATH 
TO OUR DOOR EVEN THO WE LIVE 
IN THE SMALL CITY OF HOWELL, 
MICHIGAN P 


Forty years on advertiser with this, the 
oldest jewelry trade journal in America. 


THOMAS J. FAUSSETT 
921 FLEMING STREET 
HOWELL, MICHIGAN 








News of Personnel 








Samuel S. Engel will cover Michi- 
gan, Ohio, Missouri, southern Indiana 
and southern Illinois as midwestern 
representative for K. Polishook & Son, 
New York ring manufacturer. Engel 
will make his headquarters in Indian- 
apolis. 


Dale B. Thomas of Denver has been 
appointed Zippo district sales manager 
of Montana, Wyoming, Utah, Colorado 
and northern New Mexico. He joined 
the lighter manufacturing company in 
1955. 


Remington Rand Electric Shaver 
division of Sperry Rand Corp. an- 
nounced the following personnel 
changes: 

Robert A. Sanders has been ap- 
pointed head of sales promotion. He 
was formerly an account executive 
with Erwin, Wasey, Ruthrauff & Ryan. 
Inc. 

Robert E. Donahue has been named 
assistant advertising manager. He 
was formerly with J. Walter Thomp- 
son. 

Dale Darby was appointed branch 
sales manager of the division’s new 
Houston, Tex., office. He had been 
with Remington’s southern division in 
Dallas. 


Eliot Marks has been named sales 
and advertising manager of Karlan 
& Bleicher, Inc., New York ring and 
findings manufacturer. Marks has 
been in the jewelry field since 1926 
and with K & B for 22 years. 


Charles W. McClarran has been ap- 
pointed general sales manager of the 
Buckeye division of Mardigian Corp., 
Wooster, Ohio, manufacturer of alu- 
minum and stainless products. He 
was formerly western sales manager. 


Charles Haynes, Jr., has been named 
secretary of Albert F. Long Co., 
Denver wholesale jeweler. He will 
also head a new merchandising de- 
partment specializing in the promo- 
tion and sale of diamonds and the 
company’s line of “First Love” wed- 
ding rings. In another personnel 
change, the company appointed Hilton 
Walker, territorial representative to 
cover eastern Colorado, Nebraska and 
Kansas. 


Nicholas R. Mercurio was named 
assistant manager of watch manufac- 
turing for the watch division of Elgin 
National Watch Co. He was formerly 
with Waldorf Instrument Corp. He 
joined Elgin last year. 


Paul Garrity, vice president in 


charge of sales for Schick, Inc., re- 
cently announced his resignation. He 
has not yet revealed his plans for the 
future. 


Thomas Robert A. Sanders 


Donahue Dale Darby 


Charlies Haynes Jr. Hilton Walker 


* 
Nicholas R. Mercurio Paul Garrity 
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Top winners in display contest 
each get $500 in Savings Bonds 


John Houswood, display manager of 
Adam, Meldrum & Anderson Co., Inc., 
Buffalo, N. Y., and Thomas Kilker of 
Ed Tigges, Jeweler, San Francisco, 
each walked away with $500 U. S. 
Savings Bonds in Community’s recent 
national display contest. 

Their prizes represented first 
awards in their respective divisions: 
“large store” and “smaller store.” 

Second prizes went to Mrs. Nori 
Guelfi and Mrs. Elizabeth Harkness 
of Weisfield’s Jewelers, Tacoma, 
Wash. (see photo), and to Leo Mose- 
son, San Pedro Giftware, San Pedro, 
Calif. 

Third prizes went to Cyril J. Klin- 
gele of Wolff-Kubly-Hirsig Co., Madi- 
son, Wis., and to J. W. Anderson 
Jewelers of Beloit, Wis. 

In addition, to the six major prizes 
50 additional prizes were awarded to 
the next 25 best windows in each di- 
vision. 


Jewelry cleaner available with 
retailer's name printed on cap 


Jewelers can have their name im- 
printed free on the cap of every jar 
of Hartsell’s jewelry cleaner with a 
quantity order. 

Hartsell’s jewelry cleaner is said 
to be ideal for cleaning diamonds, 
birthstones, eye glasses, bracelets, 
rhinestones, silverware, karat gold, 
gold filled and platinum jewelry and 
plastic items. According to the manu- 
facturer, it was developed by a jew- 
eler who wanted a more efficient and 
effective cleaner. It is said to contain 
no harmful acids. 

The cleaner is available in a two- 
ounce “give-away” size; a 60¢ (re- 
tail) four-ounce size; a 95¢ eight- 
ounce size and a $3.50 gallon size. 

Displays, gift cards, sales aids and 
ad mats are available. 

Contact Hartsell’s Miracle Jewelry 
Cleaner Co., Oil City, Pa. 
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Tie-Tie's "Colored-Matched" kits 
backed by national ad campaign 


A national advertising campaign 
will support the introduction of Tie- 
Tie’s cutter box “‘Color-Matched” en- 
sembles. Newspaper ads will appear 
in 43 cities—including Dallas, Hous- 
ton, San Francisco, Miami, Philadel- 
phia, New York and Chicago — on 
Nov. 29. 

For the first time, according to Tie- 
Tie, all the necessary materials that 
go toward making gift wrapped 
Christmas packages are incorporated 
in one resale kit. The kit contains 26 
feet of paper, 60 feet of color-matched 
“Satintone” ribbon, 10 matching tags 
and 12 pressure-sensitive seals. The 
ensembles are available in a choice of 
10 design combinations and retail for 
$2.95 each. 

Contact Tie-Tie Gift Wrappings, 
Chicago Printed String Co., 2300 Lo- 
gan Blvd., Chicago. 


‘Operation Promotion’ backed 
with stepped up ad campaign 


Sunbeam says its 1959 “Operation 
Promotion” program will be supported 
by an accelerated national advertising 
program that will be the most exten- 
sive in the company’s history. It also 
believes that its array of newly intro- 
duced products and consumer bonus 
offers will be a major factor in the 
success of the program. 

Continued weekly sponsorship of the 
CBS-TV show “What’s My Line” will 
highlight the advertising program. 
The campaign will also include ads in 
national consumer magazines and ad- 
vertising and merchandising support 
for dealers at the local level. 

Among the newly introduced Sun- 
beam products are electric can open- 
ers (see photo), a hair dryer, fry- 
pans and electric irons. 
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What to trim her tree with? 
Silversmiths say, "Sterling!" 


The theme of Sterling Silversmiths 
of America’s Christmas promotion 
this year is: “Trim Her Tree With 
Sterling.” 

A 24-inch Christmas tree is part of 
the display unit backing the theme. 
Besides the tree, the unit includes dis- 
play cards, newspaper mats, instruc- 
tions for building counter and window 
displays and 25 “mistletoe bows” for 
attaching sterling flatware to the tree. 
Extra bows for use as consumer give- 
aways cost $1.95 per package of 25. 

The promotion will also be backed 
with advertising on the Dick Clark 
and the Dave Garroway TV shows. 

The display is available from any 
of the member companies of the Ster- 
ling Silversmiths of America: Alvin, 
Gorham, International, Kirk, Lunt, 
Reed & Barton, Towle and Wallace. 


Babcock offers sample of 
new cologne in its jewel cases 


Babcock, Inc., calls the sampling 
method for its new line of men’s 
toiletries “an innovation in jewelry 
and giftware retailing.” 

Starting this fall, every Babcock 
men’s jewel case will carry a “get 
acquainted” vottle of the company’s 
new “Key Club” cologne. 

Babcock says it designed its full- 
size “‘Key Club” cologne package with 
what it terms a “jewelry feel,” using 
opaque flash-like containers with gold 
embossing and brass kevs affixed to 
the surface. 

Contact Babcock, Inc., 366 Fifth 
Ave., New York. 





Adjustable display holder made 
of clear, non-scratching plastic 


An adjustable display holder, said 
to be ideal for hollowware, tableware 
and other jewelry items, was recently 
introduced by the Holz-All Co. 

Made of Tenite, a tough plastic ma- 
terial, the display holder is trans- 
parent and unbreakable and will not 


tarnish. In addition, according to the 
manufacturer, the plastic material 
will not scratch the merchandise. 
The 5” x 3%” size cosis $8.50 per 
dozen. 
Contact Holz-All Co., Box K-1112, 
Rapid City, S. D. 


Anson's men's sets ride in on 
new Christmas sleigh display 


Anson’s Christmas sleigh features 
gold-painted metal runners and a red 
carriage with plush red velvet seat. 

Display comes complete with white 
satin cloth to simulate a snow back- 
ground. It is free with unit 47/60: 
eight men’s sets retailing from $5 to 
$8.50. Total retail, $54.50. (Keystone 
prices. ) 

Contact your Anson distributor. 


Ronson ‘CFL’ shaver promotion 
includes gifts for retailers 


Ronson says its “CFL Electric 
Shaver” promotion campaign includes 
the following: 

°e A gift certificate redemption 
dealer plan under which the company 
will reward dealers for stocking and 
selling Ronson shavers with prizes, in- 
cluding record albums, radios, dish- 
washers and food freezers. 

e A 100 per cent Ronson-paid deal- 
er ad allowance of $1 on “CFL” and 
75¢ on ladies’ shaver purchases. 

e “Realistic” pricing and an inven- 
tory protection guarantee. 

Contact Ronson, Woodbridge, N. J. 


180 


New ultrasonic machine cleans, 
rinses and dries in one unit 


Marshall’s ultrasonic watch clean- 
ing machine cleans, rinses and dries 
movements and parts in one unit. 

The machine measures 10” high, 11” 
wide and 13” deep. It is designed to 
handle all watch sizes, from baguette 
to 18 size. It will clean assembled or 
disassembled watches and the clean- 
ing action is said to be uniform 
throughout, even in the deepest re- 
cesses and pinions. An automatic 
timer shuts the machine off after each 
cycie. 

The unit consists of a cleaning 
transducer, a dip type rinse, a rins- 


ing transducer and an automatic dry- 
ing spinner with heat control. Mar- 
shall’s ultrasonic cleaning and rinsing 
solutions are supplied free with the 
machine. 

Contact C. & E. Marshall Co., 1445 
W. Jackson Blvd., Chicago. 


Norelco backs electric shavers 
with expanded ad campaign 


An expanded advertising and pub- 
licity program will back Norelco’s 
1959 line of electric shavers. 

(olor ads on the men’s shavers will 
appear in Life, Look, Saturday Eve- 
ning Post, Time, True, American 
Legion Magazine, Esquire, U. S. 
News and World Report, Sports Illus- 
trated and Reader’s Digest. The wo- 
men’s line of shavers will be adver- 
tised in Seventeen, Mademoiselle, 
Glamour and Charm. Prior to the 
Christmas shopping season, ads for 
the shavers will appear in This Week 
and American Weekly. 

In addition to a dealer cooperative 
campaign, Norelco will buy space in 
800 newspapers. Dealer aids and 
mailing pieces are also available. 

Contact North American Philips 
Co., 100 E. 42nd St., New York. 





New waterproof case eliminates distorting pressure on crystal 


A one-piece waterproof case that 
applies no distorting pressure on the 
crystal has been developed for a new 
line of Mido self-winding watches. 
According to the manufacturer, the 
case’s crystal and movement can be 
removed in less than 10 seconds and 
then reassembled in the same time 
without making the watch less water- 
proof. 

The new case is making its debut 
in Mido’s “Ocean Star” series. 

The lack of distortion pressure on 
the crystal is due to a new tension 
ring design. According to Mido, this 
makes it possible to use a flat, hard, 
perfectly transparent crystal which 
is unbreakable and highly resistant 
to temperature and climatic changes. 
The case is also said to be “condensa- 
tion proof.” 

The crown is a solid one-piece con- 


struction and need never be removed 
from the case, even to release the 
movement. A_ specially designed 
wrench with an adjustable tension 
screw is used to remove the crystal 
from the case. The wrench automati- 
cally locks in the correct position. A 
safety feature makes it impossible to 
exert too much pressure on the crys- 
tal. 

The sequence of pnotos, above, 
shows the removing of the crystal with 
the special wrench, the extraction of 
the movement (by inverting the case) 
and the replacing of the crystal. 

The “Ocean Star” series is avail- 
able in stainless steel with 18K gold 
markers at $110 FTI; in yellow 
“Midoluxe” at $125 FTI; and in 14K 
gold at $275 FTI. 

Contact Mido Watch Co. of America, 
Inc., 580 Fifth Ave., New York. 
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Oneida begins radio promotions; 
prizes go to ‘treasure’ finders 
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Oneida Ltd. Silversmiths has be- 
gun month-long “Treasure Chest 
Hunt” promotions over selected radio 
stations. 

Here’s how the promotions work: 
A new contest begins each week. 
Throughout each day of the week 
new clues to hidden gift certificates 
are broadcast. Clues become easier 
as the week progresses. Each Thurs- 
day special bonus clues are available 
in selected jewelry stores. Prizes in- 
clude the winner’s choice of $100 
worth of Heirloom Sterling, Com- 
munity Silverplate or Oneidacraft 
Stainless selected in the store of his 
choice. 

Above, Herman Wilhite, ’r. (left), 
manager of Castelberg’s Jewelers in 
Arlington, Va., presents a service for 
12 in Oneidacraft Stainless to Robert 
E. Lehman, one of the winners in 
Oneida’s “Treasure Chest Hunt” over 
radio station WMAL in Washington, 
D. C. 


Fiex-Let display demonstrates 
flexibility of "Tru-Rivet' bands 


Flex-Let says its window display 
will visually prove the flexibility of 
“Tru-Rivet” construction. 

The patented construction is said to 
involve the use of 90 extra parts, in- 
cluding stainless steel eyelets and 
high-tensile steel springs. “Tru- 
Rivet” construction is now being in- 
corporated into all Flex-Let men’s 
watch bands. 

The display is free to Flex-Let cus- 
tomers. 

Contact Flex-Let Corp., 580 Fifth 
Ave., New York. 
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Pendant and earrings display 
holds four ‘Trio’ matched sets 

Alsan’s new counter display holds 
four “Trio” sets of matched pendants 
and earrings in 14K white gold with 
diamonds and cultured pearls. 

The unit occupies less than a square 
foot of counter space. It is free with 
the purchase of the four “Trio” sets. 
Presentation boxes and advertising 
mats accompany the display. 

Contact your wholesaler. 


New counter ‘Selector’ has 
switch-controlled moving trays 


Berg’s new counter “Selector” has 
15 rotating trays that can be stepped 
with the flick of a switch. 

The rotating trays, lighted from 
within the unit, are designed to at- 
tract the shopper’s attention. A plate 


\ 


glass top slides back for removal of 
items. The opaque glass top panel can 
be lettered to order. 

The unit is 22%” wide, 22” deep 
and 21%” high. It is available in a 
variety of styles and finishes. 

Contact Berg Co., Madison, Wis. 


Booklet answers questions on 
care and cleaning of cards 


A new miniature brochure entitled 
10 Answers to 100,000 Questions is 
said to provide all the basic facts for 
using and selling Kem plastic playing 
cards. 

The booklet contains drawings, pho- 
tographs and testimonial letters and 
covers such topics as the wear, clean- 
ing, storing and replacing of the 
cards. It is free on request. 

Contact Kem Plastic Playing Cards, 
Inc., 595 Madison Ave., New York. 


New hanging display rotates, 
holds 16 spot-lighted bands 
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Xreisler’s “Spot-Lite” display holds 
16 watch bands and rotates slowly 
while a beam of light is focused on 
the bands from below. In addition, 
four undercover spotlights throw a 
rotating series of lights down on the 
window platform of merchandise. 

Styled in red and black velvets with 
gold trim and “reflecto-mirror” glass, 
the self-contained unit has its motor 
and lights built in. The jeweler just 
hangs it up and plugs it in. It can 
be adjusted to any height. The “Spot- 
Lite” is free with assortment 51. 

Contact Jacques Kreisler Mfg. 
Corp., North Bergen, N. J. 


‘DuraBalance’ kit containing 
extra weights offered by Elgin 


A new kit with assemblies for all 
watches with “DuraBalance” has re- 
cently been introduced by Elgin Na- 
tional Watch Co. 

The kit contains three complete 
“DuraBalance” assemblies and 18 
extra weights. The grades are 730- 
732, 750-752 and 830-832-833. Three 
pairs of weights — standard, heavy 
and light—are included for each bal- 
ance to give the watchmaker addi- 
tional regulation ranges. 

In adlition, each kit contains a 
paper weight which lists the qualities 
of “DuraBalance.” It can be used as 
a counter selling aid. 

The kit costs $12.95. It is said to 
have a $19.80 value. 

Contact your Elgin wholesaler. 





imperial Pearl brings back 
its ‘pick-a-pearl' promotion 


Imperial Pearl Syndicate is reviv- 
ing its “pick-a-pearl” promotion. But 
a new twist has been added. 

Here’s how the promotion works: 
Cooperating stcres send customers 
picked from a select mailing list in- 
vitations to come into the store and 
pick a pearl from a display. The cus- 
tomer may do one of three things 
with the pearl: Have it set in any of 
the Imperial designed settings; apply 
its value as credit for a purchase; or 
keep it without obligation. (Accord- 
ing to Imperial, in the past, only 12 
per cent have chosen the last alterna- 
tive.) 

Here’s the new twist: Now the cus- 
tomer may pick any one of three dif- 
ferent size pearls valued from $5 to 
$50. This, says Imperial, involves the 
customer in an exciting game of 
chance. 

According to Imperial, cooperating 
retailers have improved their traffic 
from 15 to 50 per cent with the pro- 
motion. All materials are supplied. 

Contact Imperial Pearl Syndicate, 
Inc., 681 Fifth Ave., New York. 
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‘Linesman’ and ‘Fullback’ on 
Speidel's ‘Gridiron’ team 

Speidel’s counter and window card 
displays the “Linesman” and “Full- 
back” patterns of the new stainless 
steel “Twist-O-Flex” watch band. 

Priced from $4.95 retail (“the low- 
est price ever for a genuine Speidel 
band,” the company says) to $9.95, 
the bands are adjustable and said to 
be durable and unconditionally guar- 
anteed against corrosion. 

Contact your Speidel distributor. 


New ‘Golden Book’ from Gemex 
holds 72 leather watchbands 


Specially designed for counter use, 
Gemex’s new “Golden Book” holds 72 
one-piece leather straps in assorted 
styles, colors and lengths. 

Measuring 11” x 12%”, the presen- 
tation aid is designed for both men’s 
and ladies’ straps. It contains three 
pages with the 72 straps on both 
sides, making it compact and easy to 
handle, Gemex says. 

The book (A883) keystones at 
$133.40 (consumer value is $177.50). 

Contact Gemex Corp., Union, N. J. 
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Display plays a silent tune 
for Princess diamond rings 


This Princess diamond ring display 
features a golden violin set on a soft 
turquoise blue drape. “Princess dia- 
mond rings,” the sign says, “strike a 
note of beauty and harmony.” 

Set in red-padded boxes against the 
display are the newest Princess dia- 
mond engagement and wedding ring 
sets. 

Contact S. H. Clausin & Co., 13 S. 
Sixth St., Minneapolis. 


Automatic soldering guide has 
charts, diagrams, other data 


A Guide to Preform Soldering is a 
new eight-page booklet available from 
Alloys Unlimited, Inc. 

Included in the booklet are data on 
the range of preform shapes, the al- 
loys from which they are made and 
their use in automated production 
processes. The guide also describes 
heating methods, flux selection, metals 
characteristics and alloy selection. It 
contains a detailed temperature con- 
version chart as well as a tin-lead 
fusion diagram and charts describing 
the physical properties and melting 
points of tin-lead solders, commercial 
silver solders, indium base solders and 
bismuth-cadmium alloys. 

Contact Alloys Unlimited, Inc., 21- 
01 43rd Ave., Long Island City, N. Y. 
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Kreisler's ‘try-it-yourself’ unit 
backs new butane-fueled lighter 


Kreisler’s “try-it-yourself” demon- 
strator counter display is said to high- 
light the styling and performance of 


the new butane-fueled “Colibri.” 

The display features an engraved 
gold leaf nameplate on “pearlized” 
Lucite, a velvet platform and a wal- 
nut ramp framed in _ gold-finished 
wrought iron. It is free with assort- 
ment 162. 

Contact Jacques Kreisler Mfg. 
Corp., North Bergen, N. J. 


"Gay Snooz-Alarm’ clock packed 
in transparent display carton 


“Gav Snooz-Alarm,” General Elec- 
tric-Telechron’s newest repeat alarm 
clock, comes in a transparent display 
package that doubles as a take-home 
carton for the customer. 

Three of these display cartons form 
an integrated display called a “Sho- 
Pak.” The units are connected by a 
detachable banner that iilustrates 
how the new clock works (it wakes 
you, lets you sleep ten minutes more, 
then wakes you again). When units 
are sold, the headline banner can be 
adjusted to a two-unit display or to 
a single unit display. 

The “Gay Snooz-Alarm” clock 
comes with a white dial with dark 
gray numerals in a frost beige case 
($6.98 retail) or with luminous 
markings on smoke gray dials in an- 
tique white or pink case ($7.98 re- 
tail). 
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Window display tray points out 
quality difference in diamonds 


This “Three of Diamonds” window 
display tray for Orange Blossom ring 
dealers points out that there is a dif- 
ference in diamonds of the same size 
and invites the customer to come in 
and find out what it is. 

To back it up, a complete set of 
directions and a script are provided, 
enabling salesmen to fully explain the 
story of quality in diamonds. 

Contact Traub Mfg. Co., 1934 Mc- 
Graw Ave., Detroit. 
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J-B's leather strap display 
shows 16, stores 132 more 


J-B’s antique white cabinet unit 
displays 16 men’s and women’s leather 
straps under glass. The partitioned 
interior stocks 132 packaged straps 
by end sizes, lengths, colors and prices. 
A chart on the inside cover identifies 
every band in the unit and a per- 
forated stub on the package helps 
record what is in stock and what has 
been sold. 

The display is free with assortment 
LC-99, which consists of nine dozen 
men’s and women’s leather straps 
with a total retail value of $262. 
($199.50 Keystone.) 

From your J-B wholesaler. 


Anti-tarnishing agents come 
packaged in small packets 


“Magic-Pak,” a tiny packet con- 
taining activated carbon to absorb 
tarnishing elements in the air, and 
silica gel to inhibit tarnish forming 
reaction by dehydrating the air, is 
said to be ideal in protecting fine 
silver during shipment, storage or 
display. 

Each packet will end tarnish in 
three cubic feet of showcase volume. 
Packaged in air-tight containers, they 
cost $8 Keystone per 100. Free sam- 
ple available. 

Contact Hammel, Riglander & Co., 
Box 100, Madison Square Station, 
New York. 
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Basic principles of ultrasonics 
covered in new free booklet 
A 12-page booklet entitled Tips On 


Ultrasonic Cleaning includes a sim- 
plified explanation of the basic prin- 
ciples of ultrasonics, a brief descrip- 
tion of the generating equipment and 
transducers required for ultrasonic 
cleaning, a discussion of proven ap- 
plications and a list of 17 answers 
to the most frequently asked ques- 
tions on ultrasonics. 

The booklet is free from Circo Ultra- 
sonic Corp., 51 Terminal Ave., Clark, 


N. J. 





I'm a 

pipe smoker. 

| didn’t ask for 
“ust a lighter”. 


Swank to spend $500,600 
in fall advertising campaign 


Swank, Ine., announced recently 
that it will back up its new fall line 
of watches and men’s jewelry with 
over $500,000 in advertising. 

Full page color ads are scheduled 
to appear every week from September 
through Christmas in Life magazine. 
In addition, ads will be placed in lo- 
cal newspapers and other consumer 
magazines. 

Included in Swank’s fall offerings 
are new lines of bar accessories and 
travel kits. 


| asked for a guaranteed 


Beattie {ct Lighter! 


| 


Yes, Mr. Dealer — when it’s 
a pipe-lighter he needs, it’s 
the one and only BEATTIE 
JET LIGHTER he wants! 
Just show a Beattie-Jet in 
action —and man, you've got 
a quick sale! Held upright, 
the Beattie functions with 
conventional upright flame 
for cigars, cigarettes. Tipped 
slightly, it creates the unique 
jet flame that aims into pipe- 
bowl. 


Perfect also for: lighting 
campfires, fireplaces; as a 
“torch” for soldering jobs; 
blackening gunsights; thaw- 
ing out frozen car-locks. 


NATIONALLY ADVERTISED! 





«~~ 











Write today for catalog sheets, 
full information of complete line: 


the only lighter with 


NEW 3-LIGHTER 

DISPLAY! 

only 8*x8” 

(Shipped with any $ 
lightera you choose) 
Retail ot $6.95, $8.00, $8.95, 
$9.95, $11.95, $15.00, $21.00, $49.00 
IF UNAVAILABLE FROM YOUR JOBBER, ORDER DIRECT. 


BEATTIE JET PRODUCTS, INC., Dept. J C,19 East 48th St., New York 17, N. Y. 
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Fitted crystal said to give 
longer waterproof protection 


By fitting the crystal over the metal] 
wall of the case, Wyler says crystal 


shrinkage and case leakage are elimi- 
nated in its “Incaflex” watches. 

According to Wyler, on some cases 
when crystals shrink compression is 
reduced and a gap will appear into 
which moisture can enter. With the 
crystal fitted over the case, shrinkage 
is prevented and longer lasting water- 
proof protection is provided. In addi- 
tion, the one piece back on Wyler 
waterproof watches is said to elimi- 
nate the avenue for moisture that 
might become present in screw backs. 
(Photo, above, illustrates fitted crys- 
tal, A, and one piece back, B.) 

An easel backed counter display 








Best and most complete 
series in the trade. 


MERCHANDISING PLAN 


that help Princess Diamond 


Ring Dealers do so well! 





mevennel 
DISPLAYS 


Seasonal, original end 


attention-compelling. 
the counter. 


WEDDING RING TRAYS 
Double duty as display and 
stock container for sales at 


RE-MOUNT 
SALES AID 


To help yoda get 
more remounting business. 





EASEL DISPLAY OF 
WEDDING SETS 


Handy, portable sales 
tool and window display. 








BRIDE'S 


¢ PROMOTION 


Appeals to young brides; 
gets them started buy- 
ing from you! 


How about it! Are you getting all the volume 
you want from your diamond department? 


Would you like to know how the Princess Pian 
has built up other jeweler’s diamond volume? 


See your Clausin Representative—fast! 


S. H. CLAUSIN & CO. 


Creators and Distributors of Princess Registered-Insured Diamond Rings 
MINNEAPOLIS *« SPOKANE e SALT LAKE CITY 


BOOK 





REG U.S. T.M. 














designed to aid in telling consumers 
about it is available from Wyler 
Watch Corp., 131 E. 23rd St., New 
York. 


Hamilton offers repair manual 
for servicing electric watch 


Service and Repair of the Hamilton 
Electric Watch, a 106-page manual 
that is said to contain complete “how- 
to” information for servicing the 
electric watch, has recently been pub- 
lished by Hamilton Watch Co. 

The book is divided into three main 
sections: disassembly, cleaning and 
reassembly; checking and adjusting 
the electrical contact system; and 
trouble shooting procedure and equip- 
ment. 


Magazine's "Baby Bureau’ pian 
designed to boost silver sales 


Living for Young Homemakers 
magazine has instituted a “Baby 
Bureau” plan designed to stimulate 
store traffic and sterling silver sales. 

Under the plan, the magazine urges 
new parents to register their sterling 
silver pattern preferences at their 
nearest “Baby Bureau” jewelry store. 


Hamilton Beach announces plans 
for fall promotion campaign 


Its 1959 fall promotion plan will be 
an extension of last year’s program 
with more emphasis on localized ac- 
tivities, Hamilton Beach Co. recently 
announced. 

Last year’s campaign included a 
saturation-type promotion in 26 major 
markets. 


‘Tri-Line’ display holds three 
groups of stainless patterns 


Said to be designed for dealers with 
limited space, International Stain- 
less’ “Tri-Line” display features five 
new patterns and four regular de- 
signs in three price groups. 

The three lines, formerly called 
“International Stainless,’ ‘“Insico” 
and “Silco” are now all grouped under 
the “International Stainless” brand. 
Quality designations of “Luxury 
Line,” “Beauty Line” and “Silco” dif- 
ferentiate heavy weight stainless, 
medium quality and low cost table- 
ware. 

The display measures 16%” high 
and 20” wide and is said to be worth 
$25. It is free with an order for In- 
ternational Stainless. 

Contact your wholesaler. 
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Two new electric clock models 
featured in display assortment 


Westclox’s counter merchandiser 
features a four-clock assortment of 
two new electric models, the “Colt” 
and the “Wallitone.” 

The display is styled in two-tone 
green with a red-on-white header. It 
costs $28.44 Keystone. Both the “Colt” 
and the “Wallitone” retail for $4.98 
each. A luminous-dial “Colt” retails 
for $5.98. 

The “Colt” is an alarm with a beige 
case that stands 3% in. high. The 
“Walltone” has a glare-proof crystal 
and a front hand-set knob. It is avail- 
able in white, yellow or green. 

Contact Westclox division of Gen- 
eral Time Corp., La Salle-Peru, III. 


Flashing window display has 
twinkling multi-colored lights 


Jacoby - Bender’s window display 
(F-4) changes colors continuously. 

Using GE “Twinkle Bulbs,” the dis- 
play’s lights go on and off to create 
an eye-catching multi-color effect. 


Said to be safe to use 24 hours a 
day, the display’s operating cost is 
less than 1¢ per day, making it ideal, 
J-B says, for night and weekend win- 
dow trim. 

The display is free with the four 
J-B watch bands (two men’s, two 
ladies’) it holds. The four bands cost 
$23.50 Keystone. 

Contact your J-B wholesaler. 
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Forstner's fall ads to aim at 
quality market, teen-age trade 


Forstner, Inc., says its fall adver- 
tising campaign will have a dual pur- 
pose: to influence the quality adult 
market and to stimulate the multi- 
million dollar teen-age trade. 

Kicking off the campaign, ads will 
appear in Coronet, Seventeen, Photo- 
play, Motion Picture, Scholastic, Wide 
World, Pat Boone Magazine and se- 
lected major league baseball pro- 
grams. 

Also, a special Pat Boone contest 
for teenagers—with a college scholar- 
ship ard a trip to New York as prizes 
—-wiil highlight the promotion. 

Forstner also announced that it re- 
cently published a new wholesale 
catalogue insert. 

Contact Forstner, Inc., 646 Nye 
Ave., Irvington, N. J. 





Makers of 'Horolube 9-C* open 
for suggestions on bottle size 


The manufacturer of “Horolube 
9*C” clock lubricant recently an- 
nounced that it was open to sugges- 
tions from anyone who wished to 
give an opinion about what size bottle 
the lubricant should come in. 

Charles Terwilliger, president of 
Horolovar Co., said that the question 
of bottle size comes up often. Spe- 
cifically, most watchmakers want to 
know why a smaller than a two-ounce 
bottle is not available. The answer, 
he says, is this: Production costs for 
a smaller size bottle would only be 
slightly less. He said, however, that 
if there were a demand or preference 
for a smaller size, he would make it 
available. 

Contact Horolovar Co., Box 299J, 
Bronxville, N. Y. 
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engraving trophies 
says Mrs. O. E.. Dick 


Kansas City, Mo. 





says Mr. J. H. Meek 


Lawton, Okla. 














engraving bowling balls 
says The A. H. Dixon Co. 


Louisville, Ky. 
me ’ ° > 
it’s easy extra money with PgrAvOgrapn 
the tracer-guided, portable engraving machine anyone can 
operate—send for full information today! 





ALL 

ABOUT 
WATERPROOF 
WATCHES 


Fourth in a series of 
articles, explaining 
methods of waterproof- 
ing; practical tests 

for tightness; and 
servicing hints 


by Henry B. Fried 
JC-K Horological Consultant 


In previous articles, Mr. Fried covered the general 
principles governing air and water pressure and examined 
the various devices used in testing waterproof watches. He 
begins this month’s discussion with a comparison of test- 
ing methods. 


® THE MOST VALID and reliable waterproof test 
is the fathometer (Figure 9, July issue). How- 
ever, because only one or two watches can be 
handled at once, the fathometer test is time con- 
suming. It is therefore usually reserved for 
watches which must be able to perform under 
severe conditions, such as in skin diving. Should 
a watch prove faulty in the fathometer test, 
water would enter the case and the movement 
would have to be completely overhauled. 

The pressure test (Figure 4, July issue) is 
kinder to the movement if the watch case is not 
waterproof. Water will not enter, even if the 
case is a comparatively poor one. The vacuwm 
test (Figures 7, 8, July JC-K), however, is not 
as safe as the pressure test because, in the vacuum 
test, the air packed into a faulty watch case 
escapes while the watch is under water being 
tested. Thus, when the case is taken out of the 
testing chamber, outside air pressure will force 
the water clinging to the watch inside the case. 
The movement will then have to be overhauled. 
The chief virtue of the vacuum test is that it is 
relatively quick, but it can simulate pressure 
equivalent to no more than 34 feet under water. 
The pressure test can simulate pressures to any 
depth, as long as the pump can compress air in- 
side the chamber and as long as the chamber can 
withstand the pressure. 

After using the vacuum or the pressure test, a 
double check on waterproofness can be made by 
removing the watch from the testing chamber 
and pressing slightly on its crystal. If the crystal 
snaps back or “gives’’ a little, you can be sure 
the case is not waterproof. If it had been, the 
internal pressure would not have been able to 
unseat the crystal. Most likely, in such cases, you 
need a better fitting crystal. Speaking of crystals, 
when using the pressure test do not release the 
air pressure suddenly or the crystal may pop out 
of its bezel. Rather, reduce the pressure slowly, 
observing at what level leakage occurs. 

Some testers say they can tell a faulty case 
when using the air pressure system by observing 
if the gauge reading suddenly drops slightly after 
air is forced into the chamber. Since air cannot 
leak out of the chamber, the drop in pressure 
means that compressed air must have gone into 
the case. 


Simple Waterproof Test 


I have developed a simple test for waterproof- 
ness that does not require elaborate equipment. 
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The test (Figure 16) indicates whether a watch 
is waterproof to a depth equivalent of about five 
feet and, as any skin diver will tell you, this is 
considered deep water. The test consists of dip- 
ping the watch into a glass of water between 








Figure 16. A simple test for waterproofness con- 
sists of dipping the watch in water between 120° 
F and 140° F. 


120°F and 140°F for a maximum of five seconds. 
The warm water will expand the air inside the 
case. If the case is leaky, the air will escape in 
the form of bubbles. A faulty watch should be 
removed as soon as bubbles appear. It then should 
be dried immediately to prevent outside air pres- 
sure from forcing the water clinging to it inside 
the case. This simple test can be termed a varia- 
tion of the vacuum test, since the internal (air) 
pressure is greater than the external (water) 
pressure. No need to worry about the water 
softening the crystal; it is not hot enough. Nor 
is the watch submerged long enough to affect 
the oil. 

Here’s how to determine the water-depth 
equivalent of this test: Initially, 15 pounds of air 
pressure per square inch were packed into the 
case at a mean temperature of 20°C (68°F). If 
the temperature of the water is 60°C (140°F), 
there is a 40°C increase in the temperature of the 
air. Air expands .00366 per degree centigrade. 
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If we multiply .00366 by the 40 degrees change, 
the total expansion will be .1464. Because the 
pressure of a gas in an enclosed container is di- 
rectly proportional to its expansion, we multiply 
the 15 pounds per square inch pressure by the 
.1464 comparative increase and get an increase 
of 2.196 pounds pressure. From our table of 
depth equivalents, we find that an increase of 
2 1/5 pounds pressure is equivalent to pressure 
under five feet of water. 


Methods of Waterproofing Watches 


The term “methods of waterproofing watches” 
refers to the means used to seal case backs, 
crowns and crystals. Most commonly used, for 
sealing case backs and crowns, is a ring of some 
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Figure 17. The O-ring case gasket is made of a 
silicon-treated rubber compound. 


material which, when compressed, will assume the 
contour of the surrounding surfaces and form a 
barrier against vapor and moisture. These rings 
are called gaskets. Gaskets are made of a number 
of materials: lead, vinyl, rubber and a neoprene 
and rubber composition. 

Lead gaskets were used in the earliest water- 
proof watches. They are still used in some 





Figure 18. The polyethylene gasket has an elliptical 
shape. 


watches and are preferred by a few watchmakers 
because they have sufficient body to be seated 
easily and are soft enough to adapt their own sur- 
face to the micro-contours of the case and case 
back. They are fairly strong and water wili not 
decompose or oxidize them. Some cases are ex- 
pressly designed to take a lead gasket; the gasket 
is seated in a deep groove in the case back. Spe- 
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ALL ABOUT WATERPROOF WATCHES 
(continued) 





TABLE OF WATER DEPTH EQUIVALENTS 





Hydraulic (water) or | Number of 
Depth of Water . Pneumatic (air) Pressures* Height of Mercury Column* | Atmospheres* 
| 








Pounds per Kilograms per 
square inch square centimeter 
Meters | (Ib/sq. in.) (kg/cm?) Inches 








Centimeters || 





| 
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* In addition to normal atmospheric pressure of 29.9 inches or 76 cm of mercury. 
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ALL ABOUT WATERPROOF WATCHES 
(concluded) 


cial tools may be required to properly fit it so that 
it lies perfectly flat and does not become crimped. 

The disadvantage of a lead gasket, or any other 
soft metal gasket, is that it sheds metallic dust 
when compression or perspiration crystallizes it. 
In addition, it can be stretched beyond its elastic 
return point. Also, if the watchmaker closes the 
case too tightly, a lead gasket will become com- 
pressed and a new one will be needed every time 
the case is opened. Should a lead gasket be used 
where the contacting flange of a case back is 
scratched, burred or rough, the case back would 
act as a file and dust particles and shreds from 
the gasket would be deposited into the watch. 
The gasket, in such a case, would be useless as a 
moisture barrier. 


In watch cases where lead gaskets are specifi- 
cally prescribed, make certain that the gasket is 
fully seated in its “U” channel and free from 
dents, burrs or bends. See that the contact flange 
of the case back is also smooth and without 
scratches or burrs. Place a light coating of grease 
or heavy oil on the gasket top before closing the 
case. This will allow the case back to glide over 
the gasket rather than damage it. 


Do not tighten the case back too much, regard- 
less of the type of gasket used, but be especially 
careful when using a lead gasket since it can be 
easily compressed and crystallized and scratched. 
Compressing the gasket makes it thinner and, if 
the movement enclosed is automatic, the case back 
may go down too far and contact the winding 
rotor, preventing it from storing power in the 
mainspring. If you receive an automatic watch 
that doesn’t wind, check to see if the case back is 
contacting the rotor by placing a light smear of 
oil on the rotor, closing the case and shaking the 
watch to activate the rotor. Then remove the 
case back. If the inside of the case back has oil 
on it, you can be sure it touched the rotor. A 
thicker gasket will prevent this trouble. 


Where a lead gasket must be used, learn to 
tighten the case back with just enough force to 
seal the watch, so that the gasket is not over- 
compressed. Doing so will permit a good sealing 
action and allow the case to be opened and closed 
a number of times without the need of replacing 
gaskets. 

When a watch has a case back whose gasket 
can be seen after tightening, like the inside of a 
sandwich, a lead gasket is not recommended. Body 
acids and perspiration will cause lead oxide to 
form, spoiling the gasket and making it difficult 
to open the case without shedding lead crystals 
into the movement. (These lead crystals, by the 
way, are not unlike those seen on car batteries.) 
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Plastic gaskets have certain advantages over 
the lead: They do not shred, oxidize, crystallize, 
tear easily or lose their elastic qualities as read- 
ily. If good judgment is used in opening and clos- 
ing the case, plastic gaskets will provide water- 
proofing for a long time. 

Vinyl and neoprene are types of plastic gaskets. 
Rubber gaskets now in use are not pure rubber 
(which contains sulphur, a tarnishing agent), 
but a silicon-treated rubber compound. They can 
be identified by their black color. Efforts to 
produce other colors of the same compound have 
resulted in poorer quality gaskets. 


A new type of gasket using the silicon-treated 
rubber compound is the O-ring type (Figure 17). 
This type is now used both for case backs and 
for crowns. The O-ring gasket has a very durable 
elastic life and will shed moisture. A cross sec- 
tion of this gasket has the shape of an “O.”” When 
the case back is threaded down, the gasket is 
compressed and spread in all directions. It thus 
seals all crevices and edges it contacts. Tests have 
shown that it can be compressed to a great degree 
without losing any of its qualities. Of course, 
like other gaskets, it can be damaged if care is 
not taken when tightening the case. 


When inserting an O-ring gasket a light amount 
of silicon grease (available from your material 
jobber) should be applied to the bottom of the 
gasket and to the cover so that the case back, 
when turned down and tightened, will glide over 
the gasket. The grease will check crimping and 
stretching and will also prevent any metallic dust 
or metal shavings which might come off as a 
result of careless tightening from falling into the 
movement. In addition, the silicon grease acts as 
an extra sealing agent. 

A polyethylene-based gasket has an elliptically- 
shaped cross section (Figure 18). Its chief virtue 
lies in its toughness and resistance to tearing. 
Its surface is smooth, dry-lubricant in appearance 
and touch and, as a matter of fact, does not re- 
quire a lubricant. It is used mainly in thin 
waterproof watches where the thickness of the 
O-ring would require an additional thread for the 
case back. 

The watchmaker should always stock a com- 
plete assortment of waterproof watch gaskets 
and carry an extra quantity of those numbers 
which prove most popular. The temptation of 
using an old gasket when a replacement is not 
readily available generally leads to costly come- 
backs and complaints. Use the gasket recom- 
mended by the case manufacturer. Follow the 
procedures outlined by the maker if the case or 
gasketing is unusual, otherwise follow the gen- 
eral procedures outlined above. aaa 


(To be continued next month) 
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HOWARD WATCH—Where can I 
obtain a Howard lever-set watch 
with 23 jewels, porcelain dial 
and Roman numerals, in 12 or 
16 size in a gold case?—E. G., 
South Carolina. 


Answer: Write Lovis Ro- 
maine, Jeweler, Williston Park, 
N. Y. He makes a specialty of 
American pocket watches. 


* * * 


NON SEQUITUR: I have a Seth 
Thomas 1700 series electric 
chime clock in which the five 
chimes are out of sequence. How 
can I fix the chimes?—F. R., 
Tennessee. 


Answer: The chime mechan- 
ism is run by a series of 
grouped, pronged wheels. The 
set screw holding the ganged 
wheels has been loosened and 
the hammer tripping sequence 
disturbed. Loosen the screw and 
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manually work the pronged 
wheels around until the chiming 
sequence seems right. Two or 
three gongs strike a chord in 
unison on the hour. Place these 
prongs together. Also, there may 
be a group of notches on the 
wheels. When all the wheels are 
properly aligned, the notches 
may be in line, or one hole on 
each wheel will be on the same 


plane. 
* * * 


OLD WATCH: How old is a watch 
by Chancellor & Son, Dublin, No. 
17251 ?—L. H., Florida. 


Answer: Chancellor & Son, 
Dublin, was in business in the 
early 1800’s. It was not consid- 
ered an important watchmaker. 
The serial number on your 
watch indicates it is one of very 


many and not rare. 
* * * 


ALL DAY WATCH?: Where can I 
get a watch which denotes a 
twenty-four hour day?—W. C., 
New York. 


Answer: Try Holzer Watch 
Co., 501 Fifth Ave., New York; 
Henry Sobel, 131 Canal St., New 
York; or William Zint, Lon- 
gines-Wittnauer Watch Co., 580 
Fifth Ave., New York. 


* * * 


SETTING SUNDIALS: We have a 
sundial about 12” in diameter. 
Is there a special way to set it 
correctly ?—M. N., Wisconsin. 


Answer: Sundials must be flat 
and the stylus, or gnomon, must 
be pointed due north toward Po- 
laris, the north star—not mag- 
netic north. The gnomon, or 
shadow stick, must point at an 
angle from true horizontal 
equivalent to the exact latitude 
ef your location. (In your case, 
the 44th parallel.) But do not 
expect the sundial to keep the 
same time as your clock. Sun- 
dials keep solar time; clocks 
keep average, or mean, time. 
The two vary as much as a quar- 


ter of an hour at different times 
of the year. Equation tables are 
available to tell you the daily 
difference between solar (sun- 
dial) time and meag (clock) 
time. For more information on 
sundials, see Time and Its Mea- 
surement, by Harrison F. Co- 
wen; The Book of Sundials, by 
Eden and Lloyd; Sun Dials by 
Mayall and Mayall; and Time 
and Timekeepers by Milham. 


* * * 


TALL CLOCK CHAIN: Where can 
I get a new chain for a tall clock 
with pendulum? It has two 
weights and the chains operate 
on a sprocket. The clock was 
made about 1840.—J. J., Louisi- 
ana. 


Answer: Clock chain may be 
obtained from your supply 
house. Just measure the pitch, 
or the distance from one 
sprocket tip to the next sprocket 
tip. If your supply house can- 
not help, write Henry Coehler, 
101 Fifth Ave., New York. 

> * 


* 


GREENWICH CLOCK?: Where 
can we obtain clocks that read 
in Greenwich mean time?—N. 
J., New Jersey. 


Answer: Write Chelsea Clock 
Co., 294 Everett Ave., Chelsea, 
Mass., or M. Low Co., 44 Ful- 
ton St., New York. 


* * * 


WATCH SPINNING?: Is there a 
simple method for the average 
watchmaker to test the water- 
proofness of watches in his store? 
Would spinning the watch in a 
jar of water on the watch clean- 
ing machine be an adequate and 
practical test for water-proof- 
ness ?—H. J., Virginia. 


Answer: Spinning a watch in 
a jar of water on the watch 
cleaning machine would be of 
little value. Better to purchase 
a good waterproof testing de- 
vice which costs less than a 


(please turn page) 
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ULTRASONIC CLEANER 
Complete in one cabinet. 
Pre-set timing of clean, 
rinse, dry operations. 
Cleans several watches 
at one time. 


The WatchMasters . 
Ultrasonic Cleaner 


We feel that you, as a 
progressive watchmaker, 
want to know how the 
machines in the Watch- 
Master line can help you. 


... just what their bench 
advantages are, 


. . . Lhyw much they can 
reduce “‘call-backs,” 


... how the economical 
maintenance and long 
life are built into every 
machine. 


. and how much more 
they will earn monthly 
over the time payments. 


.. . So, we emphasize the 
point, “No obligation.” 
Now, don’t you owe it 
to yourself to find out 
what you may be losing 
without their use. 


While it’s on your mind, 
mail the coupon now. 


The 


Line 
PRICES 


The Elimag 








American Time Products, Inc. 
530 — 5th Avenue, New York 36, N. Y. 


Gentlemen: You're right. | do owe it to myself to know 
whether the machines checked are able to make more profits 
for me, so please arrange a demonstration at my bench. 


[] Drum or [] Tape WatchMaster 
[] Ultrasonic Watch Cleaner 


Name... 


Store........ 








Address 





City, State 


TAPE AND DRUM 
WATCHMASTERS 
have odd-beat 
watch settings 


Accuracy, | part 
in 100,000. 


ELIMAG 
15-times stronger 
than ordinary 
demagnetizers. 


. $695 —2°% or on terms 
.. $395—2% or on terms 
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SYSTEM 
THIS NEW SYSTEM... 


. uses the Newall MASTER SYS- 

TEM numbers as listed in your Finger 
Print Catalogue. An assortment num- 
ber is not necessary when reordering. 
Your present system of staffs is not 
obsolete and can be quickly and eas- 
ily converted by ; acing the Master 
System number on the old bottles. 
This new system never becomes out 
of date, as obsolete numbers can be 
removed and newer models added as 
they come out. 
A new system containing 144 Swiss 
staffs including shockproof, popular 
wrist chronographs and all of the 
popular models in current use. 


No. $1100—$30.80 


Order from your 
Newall jobber. 


me NEWALL mrcco! 
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TMAINSPRING/ ¢ y) 
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Write for full ~ 
| ~ information & - 
free samples s 


‘| JULES BOREL & CO. 
1110 Grand Ave., Kansas City, Mo. 4g 
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SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 
You can enter anytime. 
INDIVIDUAL INSTRUCTION 
Our graduates pass H.!.A. and state examinca- 

tions and are in great demand. 
Send for free Catalogue 
"Your Future & Our School"’ Bowman oidg., Lancaster, Pa. 


Courses Approved for 
Veterans & State Rehabilitation 














moderately priced waterproof 
watch. (See July JC-K.) They 


are inexpensive and give posi-. 


tive proof of watertightness 
without danger to the watch. 
However, I have developed a 
very simple method of testing 
waterproofness without expen- 
sive equipment. Dip the watch 
into a very hot glass of water— 
not boiling water, which will 
soften your crystal, but water 


_ about 140°F. This is about as 


hot as your fingers will take. Dip 
the watch into the water for 
about five seconds. The warm 
liquid expands the air in the 
case and, if there are any leaks, 
the air will escape in the form 
of bubbles. This test is equal to 
about a four foot depth of water, 


_ which is considered deep. 


* * * 


| BALL CLOCK PENDULUM?: I have 
_ recently acquired an antique hall 
_ clock made by Thomas of Hali- 
_ fax, but it came without a pen- 


dulum. The clock has a thirty 
tooth escape wheel and a 10 
pound weight. The face is en- 


'_ ameled with a moon disc. How 


long should its pendulum be, 
how heavy should its pendulum 
ball be and what length and size 
should its suspension spring be? 
—E.S., New Jersey. 


Answer: Your clock’s seconds 
hand will give you a clue to the 
length of the pendulum. Move 
the anchor back and forth, 
counting the number of times 


| needed to move the second hand 
' one full minute. 


If this requires 
60 times, then your pendulum 


_ should measure about 40 inches 
_ from point of suspension to the 


middle of your pendulum bob. 
Measure from the point where 
the suspension spring begins to 
bend to the point on the pen- 
dulum bob where it will balance 
the pendulum if it were placed 
on a knife edge. The weight of 
the pendulum bob depends on 
the weight driving the clock, the 
type and size of the train wheels 
and the quality of the escape- 
ment. The suspension spring 


should match the weight of the 
pendulum bob. Generally, if you 
can obtain a pendulum from 
some other clock, the suspension 
spring will be with it. However, 
because your clock has a 15- 
pound time weight, your pendu- 
lum bob can be rather heavy. 
The suspension spring can be 
about one inch long, % inch 
wide and 10 thousandths of an 
inch, or 0.30 mm, thick. 


* * * 


ANTIQUING SOLUTION: What is 
the formula for a good antiqu- 
ing solution? — D. W., New 
York. 


Answer: A dead-black oxi- 
dizer can be made by dissolving 
a little platinum, or platinum 
alloy, in warm aqua-regia. The 
mixture should contain nine 
parts hydrochloric acid and two 
parts nitric acid. When fully 
dissolved, add a little alcohol 
and apply the solution by brush. 
A matting solution can be made 
by adding four parts sulphuric 
acid, four parts nitric acid and 
a few drops of hydrochloric 
acid to one pint of cold water. 
For antiquing gold alloy, add 1 
per cent sugar or activated to- 
bacco charcoal to nitric acid and 
use after dipping the item in a 
20 per cent hot pickle solution 
in a Pyrex dish. For silver, try 
liver of sulphur. For brass, add 
11% ounces sulphuric acid, 14 
ounce phosphor-alum and 4 
ounces (by weight) of sodium 
bicarbonate to one gallon of 
water. Antiquing solutions can, 


of course, be bought prepared. 
* * * 


KEYWIND WATCHES: Where can 
I obtain information on the age 
and value of keywind pocket 
watches ?—R. C., Ohio. 


Answer: There is no set value 
on antique watches. Value de- 
pends on the buyer’s whim and 
the quality and rarity of the 
item. The following books con- 


tain a good deal of information 
(please turn page) 
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about antique watches and 
clocks: The seventh edition of 
Watches, Clocks and Their 
Makers, by Britten; Old Watch 
and Clockmakers of the World, 
by Baille; and, for American 
clocks and watches, The Book of 
American Clocks, by Palmer. 
~ * * 


BRAILLE WATCH: Where can I 
obtain a Braille-type watch?— 
B. J., Washington, D. C. 


Answer: Write Gotham Watch 
Co., 20 W. 47th St., New York, 
or Wakmann Wateh Co., 15 W. 
47th St., New York. 


a * * 


MIXED UP WHEELS: I have a 
Waterbury eight-day striking 
clock which has some dial-train 
wheels mixed up. Some of the 
original wheels have been re- 
placed and, as a result, the clock 
is not accurate. Here is the way 
the train looks now: The escape 
wheel has 39 teeth, the pinion 7 
leaves; the fourth wheel has 40 
teeth, the fourth pinion 7 leaves; 
the third wheel has 39 teeth, the 
pinion 8 leaves; the second 
wheel has 60 teeth, the second 
wheel pinion, 8 leaves; the cen- 
ter wheel, 20 teeth, the pinion, 
12 leaves; the minute wheel has 
36 teeth, the pinion 10 leaves; 
and the hour wheel has 40 teeth. 
I would like to use a nine inch 
pendulum. What can I do?—wW. 
Y., Nebraska. 


Answer: Most likely, you do 
not have the right escape wheel. 
It is also possible that one or 
two of the train wheels are 
wrong. Actually, your “center 
wheel” is not a center wheel as 
such, but part of the dial train. 
It is actually an idler that works 
off the 60-tooth wheel. As such, 
it is really a pinion. The center 
“wheel pinion” of 12 teeth is ac- 
tually part of the dial train. By 
count, not including the center 
idler, your clock requires 155 vi- 
brations a minute, or about a 
six-inch pendulum. For a nine- 
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inch pendulum, your clock will 
have to be altered to require 120 
vibrations a minute. You can 
do this by increasing the num- 
ber of teeth in the two train 
wheels to 48 teeth with pinions 
meshing with those of eight 
leaves. A good rule of thumb to 
find pendulum lengths is to use 
40 inches as a standard. Take 
the number of seconds or parts 
of a second and multiply it by 
itself. Then multiply the results 
by 40 inches and you will have 
a fairly close approximation of 


your pendulum length. 
* * * 


SPECIAL STAFF: I have an alarm | 
pocket watch in my repair de-| 
partment that needs a staff. | 
‘““Montrimex” is the name on the | 
The case is marked “Kurt | 
Berler, Brevet 227383.” Where | 


iii Es 


dial. 


can I obtain a staff?—BS. J., 
Florida. 


Answer: Send me a pressing | 
of the set parts or the back | 
plates or a photo of the move- | 
ment. I may be able to obtain a | 
staff for you. Or send the bal- | 
ance and a sample staff or the | 
watch to Burton M. Reid & Sons, | 
First and Washington Sts., | 
Springfield, Ill. It specializes in 


ACTON watch crown co. Wri 
50 Eldridge me a Pee Ba. N.Y, Pop" 
Benetacterers rowne 


me a concern that buys second | 
hand movements?—R. C., New | 


made-to-order staffs. 
aa - - 


MOVEMENT BUYERS: Can you tell 


Jersey. 


Answer: The nearest to you | 
is Henry Sobel, 131 Canal St., 
New York. You might also ex- 
amine the classified columns of 
JC-K. 


Please address all questions to Henry 
B. Fried, Horological Consultant, 
JEWELERS’ CIRCULAR-KEYSTONE, 100 
E. 42nd St., New York 17. Readers 
who wish an air mailed reply should 
enclose a self-addressed appropriately 
stamped envelope. Please do not send 
watches or watch parts with ques- 
tions. 








increase profits by 
Engraving your own Jewelry 


> 
ag 
2) 
a 
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Special Multi - Grip : 
vise holds articles of 
any shape. Inexpensive 
CNP-j Panto - Engraver ° 
cuts sharp and clean in ® 
stainless steel, gold, silver, other metals. 


FOR THE JEWELRY MANUFACTURER 


The 3D-5 Panto-Engraver ... 

Cuts medallion, ring and jewelry dies, 
steel stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 
signs, etc. 


Model CNP-J 


Model 3D-5 


A Full Line 
of 


Engraving 
Equipment 


Accessories 


Liberal Terms Arranged. 

Small Monthly Payments. 

Write for complete detaits and ps 
nearest 


TRADE MARK For write 





H. P. Preis Engraving Machine Co. 
657 U. S$. Highway 22 Hillside, N. J. 


HOROLUBE 9-C 
A LOW-COST 
QUALITY LUBRICANT 
FOR CLOCKS 


AT WHOLESALERS OR DIRECT 
2 ot. Bottle $2.25 * Send for Details 




















Wide, Case Ripa 


We repair all ty of cases, chrone- 
9 s and stainiess, and make coll 
springs for cases. We also sell used re- 
placement movements. 


Write for Information 


BECKER-HECKMAN COMPANY 
29 East Madison Street Chicago 2, Illinois 





WATCHWORK—-STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ili. 


Students may enroll at any time of the year 
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Remittance in Advance WATCHMAKER, 30 years old: experi- 


DIAMOND MAN: expert in rough and 
polished, with 20 years’ experience at 
[ l A S S | F E f} f) leading position and business connec- 
tion abroad, seeks change in top firm: 
address, “S., 5277,” care of JC-K. 
ence; married; 4 years with present 
firm; 3 years as front man; desires to 


“SITUATION WANTED" —Regular type $2.00 first 25 words; addi- relocate; address, “S., 5276,’’ care of 
tional words, 10 cents per word. Heavy type $7.00; addi- JC-K. 

tional words 25 cents per word. 
“HELP WANTED” —"LINES WANTED”—and “SIDE LINES’—Regular type $4.00 MANAGER-SALESMAN ; over 25 years’ 


experience all phases jewelry 














first 25 words; additional words 15 cents per word. Heavy store operation ; would like to relocate ; 
type $7.00 first 25 words; additional words 25 cents per — ase CU 
word. . 
ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- PLANT MANAGER: 25 years’ experience 
tional words 25 cents per word. Heavy type $12.00 first 25 with diversified ability in designing and 
°.° d manufacturing leather watchbands  ; 
words; additional words 30 cents per word. ilar ak palednts for parmanaet Dhl 
a : tion; address, “R., 5301,” care of JC-K. 
e Name, Address, Initials and Abbrevia- e Advertising matter addressed to classi- 
aaa fied advertisers will not be delivered. 
tions count as words ® Classified ad form closes 10th of the ENGRAVER ; long. experience; excellent 
+ If answers are to be forwarded, 20 cents month preceding date of isaue. | Eorefunees ould lite work, busy 34. 
d ox number when used in ad counts Florida; address, GUY HUPPER, 20 
exten to cover postage must be enclosed. as Gee sek thet be. MAddeess $18. overt’ Ot. Wiciteas. Make. 
© No Agency Commission. care of J C-K.” 
In answering Box Numbers address envelope “Box —,” care of Jewelers’ SALES MANAGER AVAILABLE; I 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose would like an opportunity to help 
original letters of recommendations. vou increase sales: let me send you 


details of my 12 year business rec- 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. ord; address, “G, 5284,” care of 



















































































JC-K. 
WATCHMAKER: A-1, with own tools, ; 
Si ; d cna and timer es speaks BOOKKEEPER, female; full charge, thor- 
tua ns Wan only Polish; locate anywhere; address, oughly experienced; correspondence ; 
ot t10 te 524,” care of JC-K. diamonds and jewelry; competent, con- 
= ——————_— —— Saeinihiciiistidainiigiianien scientious, personable: excellent refer- 
: - ~ . ences: New York City; address, “A., 
SALESMAN calling on better jewelers in TOP MANAGER of chain for 15 years; 5264,” care of JC-K. 
‘a.. N. C., S C., Ge., Fla.; would like volume over $600,000; know how 
established side line best references ; complete operation; finest back- : is 
address, ** 5262." care of JC-K. . , 
BOGE “FE SSE,” CATS OF IC-K ground; available October; address, HAND ENGRAVER, 6 year apprentice- 
past “F, 5224,” care of Ju-K. ship in Britain, 17 years’ bench experi- 
pra ey Sir StF Ee: Te anaes ence: first class workmanship; silver, 
an Pak Pe Pus ” +% “xr ~ ry . jewe 4 ies, > bef ly, ed Cc. 
Bt VOKKEEPER, full charge: highly ex- W AT« HMAKER ; good mechanic ; over tent hiewar setae abt oe. dmon- 
perienced through general ledger; com- 13 years’ fine store experience; take ton. Alta. CANADA 
plete knowledge of diamond jewelry charge repairs, sales: New York City, ee eee ee ee 
line; address, “520.” care of JC-K. Long Island, Suburbs; references; ad- 
dress, “S., 5167," care of JC-K. 
—oaaa ND ———— INVINCIBLE DIAMOND SALESMAN; 
DIAMOND BUYER, 13 years’ experience window expert; impeccable appearance ; 
DIAMOND Setter and Jeweler; 12 years’ top importer; excellent knowledge middle age; 5 day week—9 :30 to 5:30; 
experience; family man; prefer Los sources; seeks opportunity: B. B. A. metropolitan New Jersey; $7800 min- 
Angeles area BOX 1224, Las Vegas, merchandising; address, ‘N. 5067,” imum: address, “J., 5295,” care of 
Nevada, care of JC-K. JC-K, 
ALL ORDERS: CASH IN ADVANCE 
> . 
Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 
: . nder the Heading of place the Following ad: 
Philadelphia 39, Pa. Under the 9 | g 
ey ee i. en 0 I ID on nk cc ceceasicccvccudned Weesbecndd steed eeddccecedeca 
Enclosed is Check [1] or Money Order [] [ Street ..............ceeeeeeeeces See ee ree OUP i iswitoeadenecs 
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LEADING WATCH SALESMAN: New 
Jersey territory ; early fifties ; seeks ex- 
clusive representation universally ac- 


cepted better class line; full time 
monthly draw ; address, “M., 5294,” care 
of JC-K. 





SALESMINDED CREDIT OFFICE MAN: 
mature, pleasant, Spanish speaking : 
admirably experienced successful retail 
operation; enviable knowledge jewelry 
business ; minimum salary $12,000; ad- 
dress, “S., 5293,” care of JC-K. 





—— 


BOOKKEEPER, full charge; secretary, 
stenographer, executive: accustomed re- 
sponsibility ; trustworthy : ; excellent dia- 
mond and jewelry background: A-1 
pererences, personable; address, “D., 


’ 


280,”" care of JC-K. 





FEMALE, BOOKKEEPER - MANAGER: 
capable, excellent experience and abil- 
ity; 14 years jewelry; payroll, taxes, 
thru general Bs ball fine references; 
prod evenings: New York, TWining 6- 
975. 





ISXPERIENCED diamond man 20 years; 
buying, assorting, mounting loose goods : 
wants connection with reputable firm: 
New York City preferred; will go out 
ot town if salary warrants: address, 
“319,” care of JC-K, 





TOP NOTCH WATCHMAKER; Bradley 
Graduate, available for permane nt work 





with reputable firm; 20 years’ experi- 
ence ; married ; also experienced 7 Re og 
jewelry repair ; address, 
care of JC-K. 

DIAMOND ASSORTER, highly experi- 


enced in 
monds 


} assorting and matching dia- 
for ring manufacturers: refer- 
ences; seeks opportunity with reputable 
jewelry firm; relocatable; address, ‘‘Z.., 
5290,” care of JC-K. 





[INCOMPARABLE retail experience: 
sales-building record with top California 
and New York independent chain, major 
department stores; buying, promotion, 
managerial ; diamonds, watches, jewel- 
ry ; TELEPHONE, LOS ANGELES, 
DUnkirk 7-28665. 





CERTIFIED WATCHMAKER wants posi- 
tion as salesman and assistant manager 
with future; no bench work: must be 
fast growing chain; 15 years all around 
jewelry store experience; 43 years old, 
neat, aggressive and highest character 
re ~~ neces; Arizona preferred; address, 

“B., 5279," care of JC-K. 





SALESMAN with many years experience 
calling on jewelry, stationary, gift and 
department Store trade in the South- 
east, desires highgrade jewelry or gift 
line : prefer to represent one fine com- 
pany; have good references; address, 
ae 9292.” care of JC-K 


4ae 





YOUNG enthusiastic man; Gemological 
Institute of America student seeking 
opportunity with an American Gem 
Society jewelry store as an assistant 
manager/salesman; presently em- 
ployed with retail credit jewelry firm; 
address, “B., 5288,” care of JC-K. 





WATC HMAKER ; family man, age 32; 
13 years’ experience; desires perma- 
nent position in high- @rade store; no 
quality standard too high: prefer 
Michigan or nearby state; will answer 
all inquiries; address, “T., 5283," care 
of JC-K., 
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EXECUTIVE Watch Representative: vol- 
ume minded, young, stable, aggressive, 
B. A. degree, with a highly respected 
jeweler reputation in Ind. and Ill.; de- 
sires representation with major watch 
firm starting 1960; address, “C., 5303,” 
care of 





ENTERPRISING young man, thorough 
background production control, pur- 
chasing, inventory, personnel; diamond 
mountings manufacturer; good appear- 
ance, speech; adaptable; seeking op- 
portune position; address, “B., 5287,” 
care of JC-K 





WATCHMAKER, engraver, jeweler, clock- 
maker; 25 years’ experience; Bowman 
graduate; knowledge and experience in 
fine store; complicated and restoration 
specialty; can estimate accurately to 
make repair dept. profitable; 12 years 
self employed; finest references; ad- 
dress, “S., 5201,” care of JC-K. 





RELIABLE MAN with past 20 years’ ex- 
perience, wishes position with wholesale 
jeweler or stone ring inanufacturer as 

salesman, stock clerk, special orders 
and repairs; also can buy diamonds, 
jewelry, old gold, silverplate, etc.; best 
references furnished; address, 523,” 
care of JC-K. 





MANAGER? 
merchan- 


NEED TOP ADVERTISING 
Advertising, sales promotion, 
dising; able administrator, organizer, 
planner; equipped for place on man- 
agement team; unique record combines 
18 successful years in sales, advertis- 
ing, promotion merchandising with 
large jewelry chain; wide range ex- 
perience in newspaper, television, direct 
mail, radio and point of sale; compre- 
hensive layouts and commercial artist 
as well: seeking top spot with MAJOR 
jewelry marketer who wants a big job 
well done: resume on request; current 
earnings $15, 000: address, “S., 5273,” 
eare of JC-K. 








Lines Wanted 





.--——— 








SALESMAN now calling on wholesale 
and jobbing trade wants lines for 
Chicago & Midwest territory; ad- 
dress, “*357,”’ 360 N. Michigan Ave.. 
Chicago, Ill. 





ENERGETIC, ambitious, personable, sin- 
gle; new car; free to travel any terri- 
tory; 25 years’ jewelry experience; 
seeks jewelry line with a progressive 
house that offers a good potential; ad- 
dress, “P., 5259,” care of JC-K. 





SALESMAN covering 5 Pacific Northwest 
States seeks European import line of 
medium priced ladies’ fashion jewelry 
for side line; good following retail 
jewelers; MALCOLM WALTON, W. 
2816 Everett Ave., Spokane, Wash. 





SALESMAN calling on finest jewelry 
stores only; New England, New York 
State, Penna., New Jersey, Baltimore, 
Washington, D. C.; seeks suitable side 
line; traveling by car equipped with 
jewelers Babaco alarm; address, “517,” 
care of JC-K. 





TEXAS, OKLAHOMA, LOUISIANA, 
NEW MEXICO AND ARKANSAS rep- 
resentation available; write TOLA Tum- 
bleweeds, Southwestern Gift and Jewel- 
ry Traveling Men’s Asscviation, c/o 
David A. Shapiro, Executive Director, 
Suite 2004, The Dallas Trade Mart, 
2100 Stemmons Freeway, Dallas 7, 
Texas, 





HIGHEST RANKING ace traveling 
representative; over 30 years selling 
to jobbers, credit stores, dept. stores, 
large retail stores and other types 
of outlets; all principal cities New 
York to Michigan; desires strong 
jewelry lines gc: 1-platinum lines, 
diamond lines, exnblem rings, etc.; 
traveling clocks- watch promotion 
lines; gold & diamond bracelets; 
have most powerful connections in 
the country; you cannot fail with 
this business builder representative; 
strictly commission basis; address, 
“I, 5297,” care of JC-K. 


ee cea a Ma me Mm Be 
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SALESMAN to carry small but fine line 
of 14K hand made bracelets for manu- 
facturer ; commission basis; address “C. 
5154,” care of JC-K. 





— 





ORIGINAL, exclusive short line gold wed- 
ding rings to wholesale trade; chains, 
ete.; excellent opportunity ; : address, 
‘R., 5209,” care of JC-K. 





SALESMAN to represent a new patented 
pearl clasp; nothing like it on the mar- 
ket; all territories open with great pos- 
sibilities: HARRY HYMAN, 144 Bank 
St.. Waterbury, Conn. 








SALESMEN with established territory, to 
earry a popular priced gold ring line ; 
commission; state experience, territory 
and references : SCHWARTZ JEWEL- 
RY CO., INC., 850 Elk St., Buffalo 10, 
| Fm ¢ 





SIDELINE salesmen wanted to carry 
fast selling ladies’ and gents’ rings; 
established territory with excellent op- 
portunity ; high commission; correspon- 
dence confidential ; address “521,” care 
of JC-K. 





SALESMAN to represent a manufacturer 
with a non-conflicting side line of wed- 
ding rings; quick selling line; territory, 
Indiana and Ohio; commission basis ; 
write in detail; address, “S., 5268,’ 
care of JC-K. 





SALESMEN with established retail jewel- 
ry store accounts in Southern and Cen- 
tral States; to carry side line of genu- 
ine rock erystal jewelry; top commis- 
sion: state experience, territory and 
references; address, “D., 5305,” care of 
JC-K. 





ESTABLISHED territory just waiting 
for coverage; light, compact line, non- 
competitive and well merchandised to 


cover all or part of Maryland, Dela- 
ware, Virginia, Ncrth Carolina, South 
Carolina, Georgia, Alabama, Tennes- 


see: address, “G., 5296,” care of JC-K. 





SALESMAN wanted for States of Penna., 
Ohio, Indiana and Michigan; line con- 
sists of popular priced delivery and 
sample diamond rings ; must be resident 
of the area and willing to travel by 
car: following important; draw against 
commatasion : non-conflicting line acce 
able: address, “H., 5233,” care of JC- 








SALESMAN WANTED for Western 
States: line consists of popular priced 
delivery and sample diamond rings; 
must be resident of the area and will- 
ing to travel by car; following im- 
portant; draw against commission ; non- 
conflicting line acceptable , address, “K., 
5234,” care of JC-K. 
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SALESMAN with Jewelers, Chains and 
Department Stores following, wanted 
a d large importers of cultured pearls; 
please write in complete detail, giving 
resume, present connections and terri- 
tories covered; replies will be held in 
>> “camel address, “C., 5205," care of 





WANTED, salesman, territory, Middle- 
west, West Coast, or both, to represent 
manufacturer of beautiful side line of 
14K ser i-antique finish jewelry, ear- 
rings, rings, pins, bracelets and charms, 
mounted with genuine stones, cultured 
and oriental pearls; commission: state 
experience, territory and references: 
address, “S.,”" GAMLIEL JEWELRY, 
$5 Broadway, Hicksville, N. Y. 


NR ce 
Help Wanted 
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——$—_-—_ 


WATCHMAKER: Albany, N. Y. retail 
jeweler; references; address, “N., 5291,” 
care of JC-K. 





_— 


WATCH REPAIRER for retail store near 
N. Y. City; state experience and wage 
cx address, “W., 5289," care of 





WATCHMAKER:; must have 12 years or 
more experience; permanent: guaran- 
tee and percentage: Call, ME 3-5133 or 
write BERYL M. ESTES, 133 E. Pikes 
Peak Ave., Colo. Springs, Colo. 





EXPERIENCED SALESMEN: West 
Coast; also New England territory to 
carry 14K charms, pins, earrings: com- 
mission basis; address, “F., 5267,” care 
of JC-K. 





WATCHMAKER; experienced: ideal 
working conditions in Central Michigan 
City; permanent job; state age, experi- 
ence, salary expected in first letter; ad- 
dress, “C., 5265,” care of JC-K. 





WANTED; Watchmaker who can hand 
engrave; permanent position, good 
working conditions: send references ; 
1 eta BROTHERS, Lynchburg, 

a. 





SALESMEN, established following among 
retail stores; carry line of engagement 
and wedding rings; state experien “e, 
territory and references; RINGCRAFT, 
INC., 220 Bagley Ave., Detroit 26, Mich. 





WANTED: A-1 manufactarer’s repre- 
sentatives; 1 for Midwest & South 
and | for West Coast: for ladies’ 
14K gold dinner, wedding and S. S. 
rings; state references; address, “K, 


5282,” care of JC-K. 





—— - 





AGGRESSIVE SALESMAN wit: retail 
following for New York State; com- 
plete religious jewelry line; 124%% 
commission; many active accounts 
plus catalogue; sideline permitted; 


address, “L, 5285,” care of JC-K. 





WATCHMAKER WANTED ... able to 
repair all makes of watches; permanent 
position; write full particulars and sal- 
ary wanted in first letter: address re- 

lies to PHILLIP’S BROTHERS, INC., 
ynchbure, Virginia. 
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SALESMEN ; for well established manu- 
facturer of top gers plastic ring and 
watch boxes, to call on the jewelry 
trade; no objection to another non- 
competitive line; address, “S., 5271,” 
care of JC-K. 





WATCHMAKBER experienced; five day 
week; ideal working conditions in 
Northern Ohio City, permanent job; 
state age, experience, salary expected, 
- first letter; address, “R., 2165,” care 
o 





SALESMEN WANTED for hot import 
line including goldtone flatware; all 
territories open; high commissions 
paid; write background, lines carried 
and territory covered; address, “B., 
5300,” care of JC-K. 





JEWELRY SALESMAN for new mod- 
ern store established for over 40 
years; excellent opportunity for the 
man that can produce results; state 
age, experience and references in 
your reply; MAY JEWELRY CO., 
190 W. Center St., Marion, Ohio. 





ENGRAVER; expert engraver wanted 
for fine work in leading jewelry 
store; permanent position; liberal 
salary; excellent working condi- 
tions; full benefits; M. A. GREEN, 
117 Bank St., Waterbury, Connec- 


ticut. 





SALESMAN AND ASSISTANT MAN- 
AGER for aggressive independent credit 
jewelry store, with proprietor approach- 
ing sixty; good opportunity for future 
managership; apply with full informa- 
tion to >: Cae LEY SONS, 237 
Church St., Norfolk, Virginia. 





WANTED experienced window dresser 
and merchandiser for our chain; per- 
manent position excellent starting sal- 
ary ; retirement and major medical ben- 
efits; apply HERMAN K. FRIEDMAN, 
Friedman’s Jewelers, 101 W. Broughton 
St., Savannah, Ga. 





SALESMEN; well known diamond ring 
house wishes to add to sales force; for 
the South & Middlewest; liberal com- 
mission, liberal drawing account: one 
with following: write giving full de- 
tails in first letter; address, “R., 5274,” 
care of JC-K. 





JEWELRY SALESMAN; new short 2 
tray specialty line from Germany; will 
pay an extra $10.00 commission on 
every call; all territcries open except 
East Coast; GERMAN - AMERICAN 
IMPORT CO., 3033 Hamilton Ave., 
Baltimore 14, Md. 





WATCHMAKER-SALESMAN ; help own- 
er of busy credit store in Hartford, 
Conn.; must be experienced ; top salary 
to a qualified man, plus benefits; if 
married, must be willing to relocate; 
write STERLING JEWELERS, 49 Asy- 
lum S8St., Hartford, Conn. 





SALESMAN calling on retail jewelers; 
Pittsburgh - Tri - State Area; well 
known advertised line; scarab 
jewelry, disc jewelry and identifica- 
tion bracelets; SEE OUR AD, PAGE 
109. Must have following; drawing 
account; ADMARK, 714 Sansom St., 
Phila. 6, Penna. 











SALESMEN for Southeast, Southwest and 
West Coast territories with established 
following among dept. stores, jewelers, 
gift shops, to represent well known 
popular priced line of silver plated hol- 
lowware and chrome giftware ; commis- 
2 geal address, “K., 5286,” care of 





SALESMAN calling on retail jc welers; 
New England & New York State; 
well known advertised line; Scarab 
Jewelry, Dise Jewelry and Identifi- 
cation Bracelets; SEE OUR AD, 
page 109; must have following; 
drawing account; ADMARK, 714 
Sansom St., Phila. 6, Pa. 





JEWELRY SALESMAN; can earn 
$25,000 a year or more; with large 
following to handle our line of Im- 
ported 18 Kt. Gold Italian and 
French Jewelry; largest selection 
ever shown; line changed every 3 
months; all territories open; com- 
mission, plus expenses; BOX 936, 
1501 Broadway, New Yor k36, N. Y. 


—_-—-__——_—— 





SALESMAN ealling on retail jewelers; 
Texas & Southwest; America’s best 
known most comprehensive line; 
Searab Jewelry, Dise Jewelry; Iden- 
tification Bracelets, Money Clips; 
SEE OUR AD, PAGE 109; Draw- 
ing; ADMARK, 714 Sansom St., 
Phila. 6, Pa. 





—— ---— -- 


WATCHMAKER; two positions now 
available in fine leading jewelry 
store; experienced watchmaker for 
first class work; also position avail- 
able for an experienced estimator : 
liberal salary; five day week; per- 
manent position, ideal working con- 
ditions, full benefits; M. A. GREEN, 
117 Bank St., Waterbury, Conn. 





THE IRVING KLAMPERT CO., 38 W. 
48th St., New York City, is seeking 
a salesman to cover their accounts 
this fall from Pittsburgh to and in- 
cluding Chicago; we have our own 
trade and anyone that has their 
trade added to ours should have a 
very large earning capacity with us; 
either wire, write or telephone. 





WATCHMAKER-SALESMAN ; 25-40, cap- 
able of doing quality work; expected 
to do 3 to 4 watches daily; high-grade 
jewelry store; Indiana; excellent op- 
portunity for honest, dependable and 
responsibile person; permanent job 
with good future; state age, experience 
and salary expected; address, “W., 
5270,” care of JC-K. 





CREDIT JEWELRY STORE Salesman 
Manager; must be experienced in all 
phases of credit jewelry operation ; fine 
opportunity for a man that can pro- 
mote and produce; largest independent 
credit jewelry store in Dallas, Texas; 
salary commensurate with ability; tell 
us about yourself; LOUIS ADEL- 
STEIN, 5442 E. Grand, Dallas 23, 
Texas, Tel. TA 7-0371. 





WATCHMAKERS and department man- 
agers: openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
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old established company seeking only 

men interested in permanent positions; 

excellent working conditions; high pay ; 

State age, experience. People’s Watch 

— Company, 245 23rd St., Toledo, 
Oo. 





14K INEXPENSIVE very attractive new 
charm line, already a big success to 
jobber-wholesalers and for catalog mail 
order houses with color catalog sheets 
and other promotions available ; wanted 
salesman with unconflicting lines for 
Chicago-Mid-West territory; write de- 
tails; manufacturer with the line will 
come to Chicago for personal interview ; 
address, “516,” care of JC-K. 





MONEY-MAKING LINE for jewelry 
salesmen; retail jewelry store follow- 
ing; sell exclusive, patented Vari-Gem 
ladies’ and gents’ gold stone ring line 
with amazing interchangeable stones: 
compact line; excellent commission; 
territories open: Oregon, Washington, 
Illinois, Wisconsin, Minnesota, Michi- 
gan, Kentucky, Tennessee, Mississippi, 
Alabama, New York State, Penna. (ex- 
cluding Metropolitan Phila.) : DAVID 
PFEFFER CoO., INC., 106 Fulton St., 
New York 38, N. Y. 





et 


SALESMAN for credit jewelry store with 
prospects for future management: we 
are opening several stores in North 
Carolina and want good aggressive 
young salesmen to develop into future 
managers; top salaries, with profit 
sharing plan; will accept only experi- 
enced young men with managerial 
potential; if you are looking for a suc- 
cessful future with a fast expanding 
company, write in complete detail your 
background and qualifications to B. J. 
fat 1526 Scotland Ave., Charlotte, 





LIFETIME OPPORTUNITY for 
young aggressive salesmen or pres- 
ent store managers; FRIEDMAN’S 
JEWELERS operating 58 stores 
from N. C, to Fla., and opening 9 
more, offer top salary, major med- 
ical benefits, life insurance, retire- 
ment plan and paid vacation; if 
you want to relocate and manage a 
Friedman Store, write at once stat- 
ing age, experience, salary now 
making and desired starting salary; 
enclose recent snapshot; write, S. 
K. FRIEDMAN, FRIEDMAN'S 
JEWELERS, 37 Peachtree St., At- 


lanta, Ga. 


For Sale 


Stores, Stocks and Businesses 


JEWELRY STORE: Miami, Fla.; 100% 
location; 5 years; address, “P., 5064,” 
care of JC-K. 





OLD ESTABLISHED Jewelry business; 
29 years; plenty repair work; stock, 
fixtures, inventory; $28,000: reason for 
selling—ill health; address, “H., 5260,” 
care of JC-K. 





REPUTABLE Jewelry store; established 
over 20 years in financial district of 
New York; excellent clientele; $18,000 
inventory ; owner wishes to retire; ad- 
dress, “J., 5299,” care of JC-K. 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1959 
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SOUTHWEST WISCONSIN jewelry and 
gift shop; county seat; clean stock; lots 
of repairs; good steady business; $20,- 
000 will handle; have other interests; 
address, “Z., 5302," care of JC-K. 








JEWELRY STORE, located Ball State 
Campus; 7000 students; best part city 
68,000 population; without inventory, 
$4,000; will sell inventory: ill health; 
BOX 128, MUNCIE, INDIANA. 





HEART OF DOWNTOWN Portland, Ore- 
gon; modern, established store, clean 
inventory; excellent windows, good 
lease; ideal for experienced operator or 
chain; $25,000 handles, balance terms; 
address, “M., 5281,” care of JC-K. 





WELL ESTABLISHED California die 
struck wedding ring manufacturing 
business; hundreds of active accounts 
on West Coast and Texas; includes 
stock, dies and equipment; address, 
“E., 5298,” care of JC-K. 





— 


GOOD INCOME PROPOSITION; fine 
jewelry store; long established; high 
quality, modern stock; exclusive 
clientele; large year-round repair 
business; lower East Coast, Florida; 
owner wants to retire; address, “W, 


5263,” care of JC-K. 





ESTABLISHED 13 YEARS: Sales 
watches, clocks and jewelry: loads 
of repair; complete stock and best 
equipped shop in area; ill health: $6,- 
000; E. R. DIBB WATCH AND CLOCK 
SHOP, 225 S. Orange Ave., Sarasota, 
Florida. 





TWO WELL ESTABLISHED jewelry 
stores in Eastern & Central Ohio; lat- 
ter has large railroad watch inspection 
franchise; can be bought separately; 
either store an excellent opportunity 
for young man; only small cash invest- 
ment required to take over: balance 
long easy terms; address, “P., 5231,” 
care of JC-K. 





ESTABLISHED JEWELRY STORE in 
Rocky Mountain oil town: completely 
remodeled store in top location; clean 
stock, modern fixtures; no chain store 
competition: grossed over $85,000 last 
year; sacrifice for $25,000; Nov. & Dec. 
business will pay for store; other in- 
terests; excellent opportunity; address, 
“E., 5269,” care of JC-K. 


For Sale 


Tools, Equipment 





ENGINE TURNING SHOP; best equipped 
in business: well established; 5 Swiss 
machines; want to retire, make offer: 
re. © Bae 


732, Industrial Branch, 
Hillside, N. J. 


EE 
Business Opportunities 





AMERICA’S best known jewelry auc- 
tioneer; over forty years in this pub- 
lication as an advertiser; Thomas J. 
Faussett, 521 Fleming St., Howell, 
Michigan. See page 178. 





SELL STORE? GORDON BROTH.- 
ERS! Our reputation is )our cer- 
tainty . .. of maximum price, 
speed, reliability, facilities to meet 
individual needs. Oldest and largest 
cash buyers in the country. See ads 
below. 





LIQUIDATE? GORDON BROTHERS! 
Flat sale or auction, prestige or 
volume operation ... give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 


extensive organization. See ad 
below. 





CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 


field St., Boston. Hancock 6-3233. 





ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland; Briargate 
4-7303, Chicago 26, Ill. 


——$ ee 





Reduce stock or liquidate 
completely ; experienced, capable; best 
references: write or call for details; 
W. Cc. HALES, Auction Sales Service, 
461 S. Adams, Lebanon, Missouri. 


AUCTION ; 





CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank. 











SAMUEL GANSBERG, INC. will buy 
your surplus or entire stock and fix- 
tures: highest prices paid; bank and 
trade references. Write, 15 Maiden 
Lane, New York, Telephone Rector 2- 
6565. 








SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock, get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 Lispenard St., New 
York; telephone Canal 6-5233. 





WILSON SALES SYSTEM, 3 University 
Place, Glen Head, Long Island, N. Y.; 
sale and management specialists since 
1919; over 1500 jewelers have used our 
services: also buy stores for cash; 
write, wire or telephone ORiole 1-4371. 





BRILL AND COLMES, auctioneers- 
seles specialists; 45 West 45th St., 
N. Y¥. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highes: 
references; see our ad page 176. 





JEWELERS SALES SERVICE; a pro- 
fessional sales organization to 
serve you; AUCTION-ACTION; re- 
tail or liquidation; 25 years sales 
experience; your reputation pro- 
tected: immediate cash fer store, 
stocks, fixtures; PHONE, WIRE, 
WRITE; 512% S. Main St., Los 
Angeles, Calif.; Phone MAdison 
6-0828. 
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DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION — ACTION —-PROMO. 
TIONAL—CLOSEOUT —RETIRE- 
MENT SALES; cash buyers of entire 
inventories and estates; for in- 
formation at absolutely no obliga- 
tion PHONE—WIRE—WRITE to 
DEALERS LIQUIDATION’ SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 





WILL SWAP excellent Florida jewelry 
store: 100% traffic location; fixtures 
are 4 yenrs old, blonde and inside 
lighted: 5 wall cases, 8 floor cases; 
beautiful, easy to trim window; good 
lease at $150: want comparable small 
northern store; trade of $8,000 to $10,- 
000 inventory optional: will ewap in 
September or January: pictures avail- 
able to qualified inquiries; also have 
$25,000 home for sale; address, “C., 
5266," eare of JC-K. 





MARTY MILES SALES, INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume cf sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our executive staff; 
you can afford the best; write, wire, 
phone, MARTY MILES’ SALES, 
INC., 910 N. E. 136 St., Miami, 
Fla.; PLaza 7-2973. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED CASH? 
We will pay cash or conduct a flat 
or supervised auction sale; we have 
conducted over 1000 sales in the 
past ten years alone; do not accept 
less than 100¢ on the dollar for 
your inventory, accounts, or fix- 
tures; WRITE... WIRE... CALL 
COLLECT ... We will come to see 
you in your store at our expense, 
you are under no _ obligation: 
SILVERMAN SALES ENTER. 
PRISES, 580 Fifth Ave., N. Y. 36, 
N. Y. Tel PLaza 7-4693. 


Wanted to Purchase 








| 





SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 
tails, 33 Broomfield St., Boston, 
Hancock 6-3233. 





WILL BUY; want a quality store with 
established reputation in town of 
5000 to 100,000 population; must 
be realistically priced; spot cash; 
CHARLES SHANE, JR., 234 Euclid 
Ave., Cleveland 14, Ohio. 
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CASH BY AIRMAIL; new and used 
watches, diamonds, jewelry, gold, 
gold-filled, watchbands, anything; 
reference Dun & Bradstreet; S. W. 
HORA, 18610 Netherwood, Memphis 
14, Tenn. 


OLD GOLD AND JEWELRY WANTED: 
cash immediately for surplus stock, odd 
lot items; we also pay highest prices 
for gold, silver and platinum scrap, 
gold coins, diamonds, gold filied, etc.; 
for full particulars, write, WILMOT’S, 
1067 AD, Bridge, Grand Rapids (4, 
Michigan. 





SELL 'EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in 
watches, jewelry, old gold; money by 
return mail for all makes and models 
in trade-in watches in any quantity; 
all shipments held intact for your 
approval; ref. Dun & Bradstreet and 
National Bank of Commerce: Cel-Max, 
Inec., 582 S. Main St., Memphis, Ten- 
nessee. 





SPOT cash for diamonds, watches 
new or old, miscellaneous jewelry ; 
check by return mail subject to 
your acceptance; we have unlimited 
capital for this purpose; established 
since 1919; for references, Michi- 
gan Avenue National Bank of Chi- 
cago and Jewelers’ Board of Trade, 
Harry Elkins & Company, 59 East 
Madison Street, Chicago, Illinois, 
Randolph 6-7390. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 





WE BUY OLD GOLD; diamonds, an- 
tiques, watches, silver, platinum, coins; 
we will pay up to 25% more than any- 
one else; be sure to get our offer; 
cash within 24 hours; no stock too 
large, too small; our check by return 
mail; your shipment held intact 10 
days, subject to your approval: refer- 
ences: Fla. Nat'l. Bank of St. Peters- 
burg: Jewelers Board of Trade: 
HENRY JEWELERS, INC., 462 First 
Ave. No., St. Petersburg, Fla. 


eS ameminsimencmmNE ASE BN IO ee 
Watch Work, etc., for 
the Trade 








BOSTON, MASS.; expert and guaranteed 
watch repairing: atchmaster tested; 
prompt service, prices on request; 
erders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





CHRONOGRAPH, WATCH, CLOCK, Vi- 
trograf timed; serving the trade since 
1930; “Quality is our WATCHword” ; 
KENNETH HH. BOGBRT, Certified 
Watchmaker. Titusville. New Jersey. 

















FINE watch repairing for the trade: all 
work guaranteed for one year; 2 to 5 
days service; Watchmaker tested; 
sonable prices. A. H. Shierer, Watch- 
maker, 101 8S. Marion St., Oak Park, III. 





COMPLICATED watch specialists: fine 
watch repairing to the trade: five days 
service; all watches timed, tested and 
fuaranteed; 25 years’ experience. Stu- 
dio Watch Service, 1510-20 E. Dela- 
ware Place, Chicago 11, Ill. 





RELIABLE TRADE watch repairing: ex- 
cellent service; electronically timed: 
cases polished: work guaranteed: rea- 
sonable prices: all watches insured; J. 
CAPARO, 16 E. Wood St., Norristown, 





DEPENDABLE: FAST: ECONOMI.- 
CAL; Watches safeguarded in Holmes 
vaults; work Watch Master tested; 
ask for price list or send trial 
order: TICKE TRADE REPAIRING 
SERVICE, 962 Flatbush Ave., 
Brooklyn 2, N. Y. 


<ommmee ores am + oman omni 8 reas 
Special Order Work and 
Repairs for the Trade 








JEWELRY repairing ; new mountings fur- 
nished: diamond setting. Harold Jacohb- 
son, 29 E. Madison St., Chicago 2, Iil 





JEWELRY REPAIRING; special order 


work: stone setting; one-day service on 
sizing ladies’ and men’s rings, 75¢: 
25¢ each additional size: WAYNE 
JEWELRY CoO.,. 601 Griswold Build- 
ing, 1214 Griswold St., Detroit 26, 
Michigan. 





PIN LEVER wholesalers, distributors, re- 
tailers: West Coast’s only pin lever re- 
pair shop offers suggested retail and 
trade price list; any amount of guaran- 
tee slips for your customers: HIA 
Certified Watchmaker: ED ASH, 22527 
Haynes St., Canoga Park, Calif. 


aN RENNES HEMET TE ES CT EAT RE HS TEL 


Miscellaneous 





FOR SALE: 2 jewelry salesmen’s trunks; 
good condition; will sell cheap; call 
MU 2-2798. 





BUICK: 1956, 2 door hard top, equipped 
with jewelers Babaco Alarm System, 
radio, heater, power steering; excellent 
condition: original owner; address, 
“518,” care of JC-K. 








LEARN MASTER WATCHMAKING at 
home: modern, professional training; 
diploma awarded; free sample les- 
son and full information; CHICAGO 
SCHOOL OF WATCHMAKING, ROOM 
239J, 2330 Milwaukee, Chicago 47, Il- 
linois. 
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OUR SLICE OF THE PIE 


The Sixties, with their ever-increasing number 
of teen-agers, practically guarantee more mar- 
riages and more new homes than ever before in 
America’s history. Also more demand for goods 
of all kinds, more jobs, more money in circula- 
tion. And more discretionary purchasing power 
than ever before in the hands of a larger middle- 
income class than the nation has ever known. 

How will our business fare during this amazing 
decade? Almost certainly, it will be a good and 
satisfying time to be a jeweler because so many 
more people will be having birthdays, celebrating 
wedding anniversaries and exchanging Christmas 
gifts. 

But think for a moment about the “pie-charts” 
you see on the financial pages. Will our share of 
total retail sales be as large as it is today? The 
“pie-chart”’ showing business activity in the Six- 
ties will be larger, but will jewelry stores keep 
the same proportionate slice? Will jewelry sales 
expand as rapidly as total retail sales expand? 

Probably not, if we sit on our hands. A five- 
page discussion of the leisure market in a recent 
issue of Printer’s Ink eloquently summed up 
some of the competition for spendable dollars 
which the jewelry industry will face during the 
coming ten years. 

One home in every four will have a backyard 
swimming pool (average price: $4,417, the cost 
of a middle-priced car). Only 2500 homes had 
pools ten years ago, but 124,900 homes had such 
status symbols last Jan. 1. 

Boats are another new status symbol, according 
to Dr. Ernest Dichter, the research-economist 
who performed a market study for the Sterling 
Silversmiths of America. Today 3.6 mi!lion out- 
boards are in service—but ten years from now 
the industry predicts 15 million outboards in use, 
with 74 million Americans enjoying them for 
family fun. 

Americans are spending vast and growing 
sums for other outdoor activities—$3.5 billion a 
year for gardening equipment, $300 million a 
year for power mowers (another established sta- 
tus symbol), and $70 million a year for outdoor 
furniture. 

Indoors, huge sums are spent for products that 
were unl.nown a few years ago. The television in- 
dustry, now selling 6 million replacement and 
second sets per year, is marking time until the 


200 


public really goes for color. Hi-fi and stereo sales, 
now $300 million a year, are expected to double 
or triple within the next ten years. And video 
tape, combining TV sight with hi-fi sound, will 
revolutionize canned entertainment in the living 
room. 

Getting away from it all, the public now spends 
$2.3 billion a year for overseas travel and will 
certainly spend millions more when competition 
brings down the cost of transatlantic passage by 
plane or ship. Two new vessels, larger than the 
Queen Elizabeth, promise luxurious passage to 
England at a top one-way fare of $150. 

In the face of all this rivalry, how can the jew- 
elry industry hope to get its fair share of the 
Golden Sixties’ gold? 

Obviously, diamonds, fine watches and articles 
fashioned from the precious metals must be pre- 
served as status symbols in America’s culture. 
Probably, the big task here will be with what Dr. 
Dichter calls the recent middle-income class—the 
millions of people who can now afford to buy ster- 
ling silver, for example, but who did not grow up 
in families where sterling silver was used. 

How to do it? Brand advertising can help, es- 
pecially if it recognizes the need to awaken the 
desire for sterling or a fine watch first, and then, 
after that desire has been aroused, to stress the 
merits of the particular brand, model or pattern. 
Also, now is certainly the time to equip the Jew- 
elry Industry Council with enough money so that 
it can really do the job for which it has been or- 
ganized. The current issue of Good Housekeeping 
has three articles about jewelry store merchan- 
dise, one of which tells whether to buy a pin lever 
or a jeweled-lever watch. Favorable publicity, and 
lots of it, is what we need, not only in magazines 
but also in TV, newspapers and the movies—and 
JIC is the industry’s agency-in-being which can 
produce that publicity for the benefit of every 
manufacturer, wholesaler and retailer of jewelry 
store merchandise. JIC’s address is 608 Fifth 
Avenue, New York 20, N. Y. Mail in your check 
today—as an insurance pr°mium, so that those 
swimming, boating, sterec taping, traveling peo- 
ple will have a corner in their hearts and a re- 
serve in their pocketbooks to buy your merchan- 
dise during the Competitive Sixties! 
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“Tie in right now with these 


F sienbean PROMOTIONS — 


NOW! OFFER YOUR | 
CUSTOMERS THIS _, hea 


CONTROLLED EVEN HEAT 


_ FRYPAN 


| AND AS AN 
’ EXTRA BONUS 
GIFT a 
BEAUTIFUL 
_ 8 PIECE 
TOWEL 
TRAY SET 


PLUS A 4 
COMPARTMENT 


SILVERWARE TRAY 


@ Automatic 
Temperature 
Control 


@ Easy-to-see Fryguide 
@ Easy-to-set Control Dial 
© Sunbeam Quality 


USE THIS SALES-TESTED PROGRAM TO CREATE 
DEMAND FOR ALL SIZES OF SUNBEAM FRYPANS 





ASSORTMENT 
ADVERTISING PLAN 


WHEN YOUR CUSTOMERS BUY THIS 


Sunbeam 


ey Oe > AUTOMATIC ELECTRIC 
—— e: GRIDDLE 


WITH REMOVABLE 
HEAT CONTROL 


THEY GET AS AN 
EXTRA GIFT 
| BONUS 
@ Two-l Pint and 


Two-1 Quart sizes be Ser 


@ Smart Milk Glass 
®@ Gold Snowflake Decor GLA SBAKf 
@ Heat Resistant 


DISHES 


THIS SPECIAL MARKET-TESTED OFFER WILL INCREASE 
DEMAND FOR THIS IMPORTANT SUNBEAM PRODUCT 


@ Big Family Size 
@ Easy-to-see Griliguides 
@ Easy-to-wash 





~TUTURE 1g NOW with aon 


SELL YOUR CUSTOMERS THIS 


Lely of 


CONTROLLED HEAT 


HAIR DRYER 


And as an EXTRA 
BONUS GIFT 


THEY GET THIS 
VALUABLE BOOK, 
“AT HOME WITH 
YOUR HAIR DO” 
by Internationally 
famous Hair Stylist, 
Victor Vito 


1 ag 7 ie — 
ial Minny 
~ @ Dries hair faster 
@ Keeps hands free 
for knitting, 


~ doing nails, ete. 
Has many practical tips on hair care. 


HERE’S A SENSATIONAL COMBINATION THAT 








WILL BE A SURE SALES-GETTER FOR YOU 





SELL YOUR CUSTOMERS A FAMOUS 


unbeam 
MIXMASTER 


HAND MIXER 
AND THEY GET AS AN 


EXTRA BONUS GIFT 


THESE USEFUL DRINK MIXER 
| | AND WHIPPER ATTACHMENTS 


. 4, 
a 


e Larger Full 
Mix Beaters 
@ Convenient 
Beater Release 
@ Six Mix Guides 
@ In White, 
Chrome, Pink, 
Turquoise 
and Yellow 


Excellent <A —™ Ideal for | 

or ~ Malts, 

Scrambling eS] hi 9 Pichon | 

Eggs, etc. | 

THIS CUSTOMER-PROVED PROMOTION WILL BUILD 
STORE TRAFFIC AND INCREASE YOUR SALES 








Gny CALL YOUR Sitnbeam DISTRIBUTOR NOW 


Yormer™ AM, LADY SUN MASTER 


OR WRITE FOR FURTHER DETAILS TO 
ELECTRICAL APPLIANCE SALES DIVISION, DEPT. 276 
SUNBEAM CORPORATION, 5600 ROOSEVELT RD., CHICAGO 








Solid stainless 
now inlaid with precious 
enamel flowers! 





by 


Not just a new pattern, 
but an entirely new design concept: white-cnamel in- 
lay, in an artful floral motif, on gleaming, heavyweight, 


finest-quality Solid Stainless by Oneida... and it costs 


> 





no more! “By Oneida”? means volume sales, quick 


turnover, attractive packaging, handsome profits for 
you! White Lily has been pre-tested. And it will be 
pre-sold to your customers month after month, with 
ads in Better Homes and Gardens, Good Houscekeep- 
ing, Parents’ Magazinc, Living for Young Homemakers, 
Sunset, Bride & Home, Bride’s Magazine. ..16 pc. 
for 4, $22.95; 24 pc. for 6, $34.95; 50 pc. for 8, $59.95. 


crafted by 
ONEIDA SILVERSMITHS 


makers of distinctive tableware 


COMMUNITY™ SILVERPLATE ONEIDACRAFT” STAINLESS 
HEIRLOOM™ STERLING ONEIDA™* DINNERWARE 


*Trademarks of Oncida Ltd... Oneida, N. Y. 


Oneidacraft* Pre- 
mier Stainiess. 
Setin finish. 16 
pc. for 4, $22.95: 
24 pc. for 6, 
$34.95; 50 pc. for 


8. $59.95. 
Oneidacraft*? C 


Luxe Stainites 
Mirror finish. 
pc. for 4, $16.¢ 
24 pce. tor 
$24.95; 50 pc. * 
8, $44.95. 
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